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T. E. Alcorn, New York 
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G. A. Mack, Chicago 


W. M. Spears, Cleveland 
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C. J. Coash, Chicago 





W. A. Potter, Philadelphia 


Here are your Coat AcE salesmen. Their single purpose 
in life is helping Coat AcE customers make more money. 
Perhaps your company is one they've already helped to get 
a larger percentage of profits from the mining field. 

Coa AGE advertisers are cashing-in with the machine 
conscious coal mining industry. These men showed 

many of them how to get started. 


What can they do for you? 


They know all about rates, color, bleed, circulation data 
and other mechanical facts about Coat AGE. 
In addition, specifically for mining... 


» each of these men has a practical knowledge of advertising 
as an integral part of selling... 


» of merchandising and distribution... 
» of the application of equipment and supplies. 


THAT is where they shine as marketing counselors 
and useful friends! 


These men, together with the Coat Ace Market Research staff 
(the largest in the business, we are told) offer up-to-date 
factual data on markets and buying habits, that would 

take tens of thousands of dollars to try to duplicate. 


Put this staff to work for you... ask your CoAL AGE 
salesman to prepare a folder on sales opporutnities 
in mining for your company’s products. Get him to 
show you how, when you buy space in Coat ACE 


‘Editorial values mean advertising values 
mean advertising results,” 


A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 15, N.Y. 


LOOK FOR YOUR COAL AGE MAN! At your service are these 

7 full-time District Managers ... over twice as many as any other 
mining publication ...to keep you posted by regular calls and servic: 
on matters affecting your sales to the coal industry. He invites 

you to ?phone, wire or write him on any problem that cannot wait 

fos his next call. You'll find a trained man .. . always eager and able 
to-hedp; ‘as over 265 satisfied advertisers can testify. 
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IN METALWORKING... YOUR BIGGEST INDUSTRIAL MARKET 


Welding wields a big stick when Metalworking’s 
production men want to reduce weight, simplify construc- 
tion, speed assembly . . . and American Machinist’s readers 
know why. In the past year they’ve studied and absorbed 
the 94 searching, fact-filled pages which American 
Machinist editors have given them on better assembly 
methods. 

These challenging facts on why welding is important 





are moving Metalworking’s largest management audience 
to action. In 1948, Metalworking will spend well over 
$200,000,000 for welding equipment and supplies. 
And in the advertising pages of this No. 1 metal- 
working magazine . . . the market place of men who know 
why they want to buy .. . eleven manufacturers of welding 


equipment are reaching for their share of industry’s biggest 





market. 


GOOD advertising in Metalworking’s magazine ..+: 


247,471 welding machines were in use by Metalworking in 1945. 
In 1946, Metalworking bought $233,000,000 of welding equipment 


and supplies. American Machinist's new metalworking survey 


indicates Metalworking's production in 1948 will be up 21.4% over 


1947's record levels. Send for your complete copy of this survey. 








INDUSTRIAL MARKETING, January, 948 








ing 


NDU 





948 





INDUSTRIAL MARKETING 


JANUARY, 1948 


Industrial Manufacturers Expect Record Sales, 
Full Fledged Buyers’ Markets During 1948 


By HAL BURNETT 


INDU 


ALF WAY 


transition from sellers’ to buy- 


through the _ risky 
irkets, the nation’s capital goods 
ited industries are preparing for 
sales with record industrial ad- 
appropriations in 1948. 
summary highlights the broad 
of replies received to INbDus- 
MARKETING’S year-end survey 
strial sales and appropriations 
lustrial advertising. The vary- 
tlooks, industry - by - industry, 
by-company and product-by 
depend upon a complex va- 
competitive conditions and 
t supplies of some critical 
ind component parts. 
answers to IM’s annual mail 
ere well distributed across a 
up of industrial markets, and 
1 representative sampling of 
edium and large corporations. 


ne-eighth of the companies 


to IM expect their 1948 
fall below their final 1947 
kimately one-quarter expect 


to be approximately equal 
kimately one-tenth of the 
turers expect their 1948 sales 
above 1947. 


trom 1‘; to 5%; 


Advertising managers plan appropriations topping 47, 
place emphasis on efficiency, IM survey reveals 


Approximately one-fifth expect 


sales to run from 6%; to 10% above 
1947. 

And another sixth expect sales to 
11% to 20% 


year just concluded. 


run from above the 

Pooling the prognostications of 170 
companies making sales estimates in- 
dicates that the most typical outlook 
is for a general sales increase of 5 to 
1947. 


As figures were quoted in dollars, 


6‘, over 


it is obvious that some part of the 
increased sales expectancy is based on 


Most 


their eyes on increasing competition, 


rising prices. companies, with 


are planning to maintain as close con- 
tro! over prices as possible. 
Automotive Group Optimistic 

1948 


among the 


Greatest optimism over the 


sales outlook was found 


automotive, aviation and transporta- 


tion equipment groups. Replies In - 


dicated that many parts suppliers are 
already in full-scale buyers’ markets, 
sales to rise as in- 


but expect their 


creased availability of sheet steel en- 


ables makers of automooiles, trucks 
and locomotives to attack their two to 
three year backlogs. 

Of 18 companies reporting in this 
combined group, only two are antici- 
pating lower sales in 1948. Typical 
sales increases of 


estimates indicate 
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16‘, to 20%, while one-third of the 

companies reporting in the field antici- 

pate increases of 36‘, to 50%. 
Thirty companies supplying prod- 


used in construc- 


ucts or materials 
tion, household equipment and related 
lines, forecast sales increases for 1948 
concentrating around 7% to 8% over 
1947. 
pate declines, while three more expect 


Only three companies antici- 


their 1948 sales to be “about the same” 
as 1947. 

companies fore- 
1948 for makers 


of business equipment and_ supplies, 


Replies from 23 
cast record sales in 
including paper and printed forms. 
in this group One company expects a 
decline of 16% to 20°, while six 
companies (one quarter of the total) 
expect sales to be “approximately the 

The 
7 


increase for this group is 6‘; to 7". 


same.” median or typical sales 

Ten makers of electrical machinery 
indicated a typicai sales increase of 
1948 for field. 


group expects 


5% to 6% in their 
One company 
1948 sales to fall 6% to 10% 
1947. Three companies expect sales in 
1948 Most 
optimistic 1948 sales estimate in this 
21-25 1947, for 


in the 
behind 
the same.” 


to be “about 


group was abov 4 
one company. 
Forecasts for increased sales in the 


vital metalworking and 
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machinery, 





metals group, with 49 companies re- 
porting, concentrated around an in- 
crease of 2% to 3% for 1948. Ten 
companies, approximately one-fifth of 
those reporting, expect their sales to 
decline in 1948. Eleven companies ex- 
pect sales to be “about the same.” 
Eight companies expect sales increases 
of 1-5‘); seven companies, 6-10; 
five companies, 11-15%; four com- 
panies, 16-20%; two companies, 21- 
25%, and two companies, 36-50%. 

The agricultural machinery divis- 
ion of the industrial market, with 
14 companies reporting, follows ap- 
proximately the same pattern as the 
machinery, metalworking and metals 
group, with the greatest concentration 
of answers falling in the “approxi- 


mately the same” category. The me- 


dian increase for this group is 2-3%. 

Twenty-six companies in industrial 
chemicals, plastics, lubricants and pe- 
troleum products offered sales esti- 
mates. More than one-third of the 
companies in this broad group expect 
1948 sales to be 


same” sas 1947, 


“approximately the 
with only three com- 
panies, or 11% anticipating a decline 
in sales. The typical or median com- 
pany in this group expects sales “the 
same, or slightly higher.” 
Advertising Increases 
Follow Sales Pattern 

Of the 172 
their 1948 advertising appropriations 
before IM’s 


two had not yet estimated budgets for 


companies reporting 


editorial deadline, only 
the coming year. 

The median company of the remain- 
1948 ad- 


Vertising appropriation would be ap- 


ing 170 estimated that its 


proximately 5° above 1947. 
Fewer than 15% of the companies 
reporting estimated that their 1948 ap- 
1947. 


3‘, anticipate ap- 


propriations would fall below 


Approximately 2 
propriations “approximately the same” 
as 1947. 


reporting companies expect their 1948 


Approximately 13% of the 


appropriations to top 1947 from 1% 
to 5%; approximately 12% expect 
their appropriations to range between 
6° and 10% higher than 1947, while 
another 12% expect their appropria- 
tions to be from 11% to 20% above 
last year. Nine per cent of the com- 
panies expect their appropriations to 
be 21° to 35% higher; eight per cent, 
36% to S0% higher; and eight per 
cent, more than 50% higher. 

By industry, the increased appropri- 
ations closely follow the pattern of 


increased sales. The automotive, avia- 


tion and 
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transportation equipment 


group leads, with the median company 
planning to spend 10% more for ad- 
vertising in 1948 than in 1947. 

The “typical” company in the con- 
materials and 
field plans to 
increase advertising expenditures from 


struction, building 


household equipment 
6‘, to Ve. 
tural machinery maker plans on an 
higher in 


The “typical” agricul- 


appropriation 5% to 6% 
1948. 
machinery, metalworking and metals 


The “typical” increase in the 


group is 4% to 5%. 

In the industrial chemicals, petro- 
leum, rubber and plastics group, the 
“typical” appropriation ranges from 
“approximately the same” to “slightly 
higher.” The same pattern applies to 
the electrical machinery group. 
Industry Half Way 
Into Buyers’ Market 

More than half of the companies 
tabulated before IM’s deadline reported 
that they are now in a buyers’ market, 
or just entering one. Following is a 
brief summary of answers to the ques- 
tion, “Are you now in a buyers’ mar- 


” 


ket; if not, when do you expect it? 


Cumu- 
lative 
Per Per 
No. Cent Cent 
Now in buyers 
market ..... 70 40.7 
Just entering ... 21 12.2 52.9 
1948— 
Ist.quarter .. 3 1.7 54.6 
2nd quarter .. 14 8.1 62.7 


3rd quarter .. 11 6.4 69.1 


4th quarter .. 13 76 76.7 
1949— 

Ist half ..... 8 4.7 81.4 

last half .... 11 6.4 87.8 
| 2.3 90.1 
1951 or later... 0.6 90.7 
No answer .... 16 9.3 
(0) ¢) 172 100.0 


The obvious conclusion to be drawn 
from the table is that American in- 
dustry has already navigated more than 
half of the difficult 
full-fledged 
distortions, and is rapidly ap- 


transition to a 


buyers’ market without 
serious 
proaching the “normal” competition 
of a peacetime economy. 

Leading the back-to-normal parade 
is the industrial chemicals, petroleum, 
rubber and plastics group. Two-thirds 
of the reporting companies are “now 
buyers’ 


in” or “just entering” a 
market. 

All but one company of the 22 an- 
swering the “buyers’ market” ques- 
tion in this group expects to be in 
a full competitive market by the end 


of 1948. 











Of 23 companies reporting in the 
business equipment and supplies group 
(including paper), one-half are “now 
in or entering” a buyers’ market. Four 
out of five companies expect to be in 
full-fledged buyers’ markets before the 
1948. Paper companies, in 
particular, expect the return to iull 
come by the third 


end of 


competition to 
quarter of 1948. 

Interestingly, three-fifths of the 
companies in the automotive, aviation 
and transportation equipment group 
reported that they “are in” or are “just 
entering” buyers’ markets. Those now 
in competitive markets were largely 


manufacturers of parts and compo- 


nents who are geared to capacity pro- 
duction, but whose operations are lim- 
ited by the sheet steel bottleneck af- 
fecting the end-use assemblers of auto- 
mobiles, trucks, etc. Members of the 
latter group estimated the arrival of 
the buyer’s market in their respective 
fields 
through to the early part of 1950 
The key machinery, metalworking 


from the last quarter of 1948 


and metals group is well on its way 
in the transition from war to peace 
economy, with more than one-third 
of the companies already in a buyers’ 
market and a total of nearly 50% 
“in” or “just entering” the buyers’ 
market. Three-quarters of the com- 
panies expect to be in a buyers’ market 
1948, and all of the 


companies by the end of 1949. 


by the end of 


The agricultural machinery group 
displayed the greatest degree of un- 
Six of the 14 


companies re sorting made no estimate. 
I 4 


certainty of the future. 


Two reported that they are now in 
buyers’ markets, while three claimed 
that they are “just entering” buyers’ 
markets. One company predicted a 
buyer’s market by the second quarter 
of 1948, while two others estimated 
the first half of 1949. The relative 
uncertainty in this group is probably 
due to the abnormal boom in tarm 


prices and volume. 


Electricals Have Arrived 


Ten electrical machinery and equip- 
ment manufacturers gave little nubt 
that the electrical industry is complet- 
ing the transition to a competitive 
economy. Seven companies i rted 
that they are now in a buyers’ mar- 
ket; two said that they are “just en 
tering” a buyers’ market, whic the 
tenth company estimated “first quar- 
ter, 1948” for the return of com- 
petition. 

Returns were scattered in th: con 
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materials and 
group. More 


building 


equipment 


struction, 
household 


than one-third of the companies are 


now in a buyers’ market. More than 
half of the companies expect a full 
competitive market for their products 
by July, while nine-tenths of the com- 
panies expect the end of their sellers’ 
markets before the end of 1948. 

(he predictions of this group are 
particularly important because of the 
extremely cyclical nature of the con- 
struction industry. A return to gen- 
erally competitive markets in building 
materials and equipment is expected to 
result in reducing construction delays 
that have plagued the industry for 
the past two years. Cutting down in 
delays should operate in two directions 
—1l. Reducing building costs and 
broadening the market for construc- 
tion, 2. Reducing the backlog of or- 
ders for housing and other types of 


building. Advertising managers who 
commented on the construction out- 
look indicated that they do not 
believe a return to competitive condi- 
tions to be synonymous with a col- 
lapse of the building boom. 
Appropriations Stabilize 

As Competition Arrives 

the an- 
swers to the questions in the survey 


Mechanical tabulation of 


offered an interesting opportunity to 


appropria- 


tions plans for those companies who 


compare the advertising 


are in, or will shortly enter buyers’ 
markets, with those who expect to re- 
main in sellers’ markets for six months 
or more. 

The 172 companies replying to the 
questionnaire before the editorial dead- 
line ‘were arbitrarily divided into two 
group 


The first, those now in a buyers’ 
Market or expecting a return to a 
buyers’ market during the first six 
months, included 120 companies. 

The second group, those expecting 
their buyers’ markets to arrive in the 
ast half of 1948, or later, included 
52 ipanies. 

Approximately 17°) of the com- 
Panics in or entering buyers’ markets 
plan reduce their advertising ap- 
Proj ms in 1948. Approximately 
22° these companies expect their 
appr tions to be “approximately 
the e.”” The remaining 60° ex- 
pect increase their appropriations 
tor coming year. 

Mecian or “typical” companies in 
the vers’ market” group expect to 
incre their 1948 appropriations by 


*Pprosimately 4% to 5%. 
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ated for advertising? 


expect it? 


and sales costs? 


returns industry-by-industry. 


petition. 





Your Answers Will Help Give Detailed Picture 
of Industrial Budgets 


Following are the questions INDUSTRIAL MARKETING asked of industrial 
sales and advertising managers in this year-end survey on the industrial 
sales and advertising outlook for 1948: 

1. What are your principal products? 

2. What percentage of your actual 1947 sales (as you now estimate 
them) did you spend for advertising? 

3. As you now look ahead, how will your 1948 sales compare with 

1947? Up? Down? By what per cent? 

4. What percentage of your estimated 1948 sales have you appropri- 


§. How will your 1948 advertising appropriation (in dollars) com- 
pare with 1947? Up? Down? By what per cent? 
6. Are you now in a buyers’ market? 


7. Are you making any important changes in your distribution, 
sales, or advertising programs to cope with today’s high production 


Because of the uncertainty of relations between commercial printers 
and the International Typographical Union in Chicago, where INpDuUsTRIAI 
MARKETING is printed, the general summary of the survey in this issue 
was tabulated before all returns were in. 

An additional article, to be published in February, will summarize the 
Advertising managers who have not yet 
returned their questionnaires, or who did not receive mail questionnaires, 
should dictate answers to these questions immediately. 

Your own individual answers will help make the detailed analysis of 
the sales and advertising outlook for each individual industry more com- 
plete and accurate, and help give you a better picture of your own com- 


Please mail your replies before Jan. 15 to the THE Eprror, INpusTRIAI 
MARKETING, 100 E. Onto Sr., Cricaco 11, ILL. 


If not, how soon do you 








By way of contrast, only 10‘% of 
the companies that do not anticipate 
buyers’ markets before the last half 
of 1948, are planning to cut their ad- 
vertising appropriations during 1948. 
‘sellers’ 


76 


Approximately 27°; of the 
market” companies expect their 1948 
appropriations to be “approximately 
the same” as 1947. Approximately 
6i% of the 
panies expect to increase their adver- 


sellers’ market”? com- 


tising appropriations for the coming 
year. 

Median or “typical” companies in 
the “sellers’ market” group plan ap- 


propriation increases of approximately 


6 to 7%. In general, the second or 
“sellers’ market” group plans larger 
budget increases than the “buyers’ 


market” group. 

At first glance these facts may be 
surprising to many observers in ad- 
vertising, who would argue that man- 
ufacturers increase their appropriations 
in competitive markets. 

Actually it appears that industrial 
companies make their maximum. ad- 


1948 


vertising effort during the year just 
preceding a return to competition, 
thus hoping to gain competitive posi- 
tion. When the return of competi- 
tion forces tighter control on prices, 
advertising suffers the pressure for 
cuts in the same way as other budgets, 
such as manufacturing. 

Since neither the “buyers’ market” 
nor the “‘sellers’ market” groups are 
planning large scale appropriation cuts, 
it would be logical to assume that the 
over-all volume of industrial adver- 
tising will stabilize at approximately 
the 1948 level. 
crease in 1949 would be primarily due 


Any substantial in- 


to inflationary pressures. And any sub- 
stantial cut below the 1947-48 level 
would not come until a real business 
recession or depression sets in. 
Future articles in this series will give 
a detailed breakdown of appropria- 
tions and sales outlook by type of 
company, and a summary of sales, 
distribution and advertising changes 
planned during the coming year. 
(To Be Continued) 
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GM Exhibit Tells Industry's Story 


General Motors explains mass-production economy through 


educational displays at Museum of Science and Industry 


New 
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vester Company, 
Association, 

Company, and others. 

The GM exhibit, which covers more 


than 10,000 square feet of floor space, 


was requested three years ago by 
museum ofhcials, and under museum 
rules is strictly educational in char- 
ctel In turn, the museum furnishes 
f space and an audience of approxi 


itely 1,400,000 visitors per year. 

General Motors tells two stories in 
ht-sectior exhibit First it 

ices th ustorica development ot 


the automobile (‘Evolution of 
Wheel,” “The Self-Starter,” “I 
V-8 Engine,” “Fuel Developmen 


“Brakes, Springs, and Gears,” et 
Through these educational exhil 
runs the second theme—selling 


enterprise, 


This phase is directly emphas 


in the Corporation Story sect 


which “is the story of dozen and | 


dreds of “American business organ 


tions, large and small, that have p 


pered through the advantages 


come with mass production ind 











os 


THEN AND NOW—(Top left) Growth of Diesel engines in last 
decade. Moving models show use of Diesel power on highway, rail and 
water. (Top right) Reproduction of converted barn used by C. F. 
Kettering, General Motors’ director of research, as laboratory for 
invention of self-starter. (Bottom left) Hall of Styling and Engineering 
shows scale clay model of new car design, last step before final blue- 





HISTORICAL DEVELOPMENT—(Top left) Entrance to General 
Motors “Motorama”™ at Chicago's Museum of Science and Industry. 
Beyond entrance is Theme Room which traces 50 years of automotive 
progress. (Top right) Visitors step on foot pedal to make model cars 
demonstrate difference between two-wheel and four-wheel brakes. 
(Bottom left) 6,000 years in the evolution of the wheel. Pressing button 
turns wheel, lights up descriptive panel. (Bottom right) Model of 1908 
Cadillac which won Dewar award in England that year. To demonstrate 





prints and templates are made. (Bottom right) "Work-it-yourself" exhibit 
controls 


Hydra-Matic transmission. Accelerator 


ibution.”” Through bas-reliefs and 


imas, this corporation section 


s how inventions stirred mass 
s and brought about mass produc- 
how mass production has raised 
\merican standard of living to the 
st in the world; and how mass 
iction works in a free enterprise 
stock- 


my through employe, 


r, distributor, and customer. 
“W ork-it-yourself” Exhibits Popular 
exhibit employs techniques de 
ed at the elaborate GM ‘“Futu- 
it the New York World’s Fair, 
the popularity of “work-it- 
elf’? devices was demonstrated. 
than 60 of the Motorama ex- 
are of this type. By pressing a 


n the visitor may see the prin- 
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sembled 


indicator dials 


ciples of internal combustion in mo- 
tion and light, the cause of “knock” 
and how it is avoided, car wheels mov- 
sliding trans- 


ine in “knee action, 


mission gears and _ synchro-mesh. 
Through finger control he can move 
the tiny cars circling the General Mo- 
tors proving ground; by foot pedals 
the visitor feels the difference between 
the two-wheel and four-wheel drive; 
by standing on a platform and push- 
Ing a button he compares excessive 


balance. A 


hand crank and a 1912 Buick engine 


vibration with proper 
are a convincing demonstration of the 
advantages of the self-starter. 

The GM exhibit staff did a consid- 
erable amount of leg-work to track 
items for the 


down exhibit § 0-year 


1948 


interchangeability of American 


parts mixed in pile, then 


machines, three cars were disas- 
reassembled and driven off. 


story of the development of the auto 
mobile. A 


an old Case automobile engine. The 


farm in Indiana yielded 


University of Michigan returned a 
knee-action exhibit on loan from GM 
1933. 

a 1914 Cadillac engine, the 


type built in 


since 
To get 
first V-8 


research men combed musty sales rec- 


volume, the 


ords and finally located a model in 


Sault Ste 


hands of 


Marie, Ontario, still in the 
the family that had _ pur- 
chased it as a new car. The Prince 
of Wales had ridden in it at the formal 
opening of the Canadian Soo locks, 
aud the loyal Canadian had kept the 


Car as a souvenir. 


There were also minor difficulties 


~ 


(Continued on Page 112) 
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Will 1948 See Us Closer 


To Economic Balance? 


Graphic summary of long-range economic trends 
that will influence this year's sales and profits 


HAT will 


profits, be tomorrow? 


production, _ sales, 


It is obvious that the answers to 
these questions for any specific com- 
pany or industry depend on the degree 
of balance in our national economy 
as a whole. This term “balance” is 
used in many ways. We speak, for in- 
stance, of a balanced budget, balanced 
vision, balanced diet, and so on. In 
economics, “balance” has the same 
common-sense meaning. It refers sim- 
ply to the degree of equality (or in- 
equality) between two or more related 
factors. We say, for example, that 
supply and demand are “balanced” 
when they are exactly equal. 

This example, however, is a case of 
perfect balance, and no business man 
need be told that this is a rare, if not 
wholly theoretical, state of affairs. In 
actual business practice the national 
marketplace is alive with a myriad of 
forces that make for constant unset- 
tlement. The war of nerves over pro- 
posed business control legislation, the 
strife between labor and management, 
the “cold war” in foreign affairs, make 
it impossible to define perfect eco- 
nomic balance from the _ business 
standpoint. 

These same factors also emphasize 
the necessity for business to establish 
basic standards of economic balance 
so that uncontrollable departures from 
this standard can at least be measured, 
if not anticipated. In short, business 
must be better prepared to rationalize 
and resolve the factors making for im- 
balance. It must know the deeper 
significance of what is now happening 
in the marketplace in order to get 
maximum return from both present 
and future operations. 

Trend Balance Analyzes Motion 

Whether for a single company or 
for the whole of our national econ- 
omy, the events “now happening in 
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By RICHARD E. SNYDER 


Consulting Economist. 


the marketplace’ are not static, iso- 
lated phenomena. They are in con- 
stant motion; wages, sales, profits are 
moving in trends, waning or waxing 
as pressures are brought to bear. 

This motion cannot be captured for 
purposes of analysis by an accounting 
sheet type of balance. Accounting 
furnishes a series of rigid pictures— 
what happened today, yesterday, last 
year. Only by connecting these pic- 
tures, by drawing a trend line through 
them, can we see the direction of the 
motion into tomorrow. This is the 
approach to frend balance, the type of 
analysis used here. Its objective is to 
narrow the range of cyclical distor- 
tions by pointing up certain basic 
long-term trend relationships of vari- 
ous economic factors affecting busi- 
ness. 
1940 Used as Standard 

As a standard from which to meas- 
ure the direction of these trends, I 
have selected the year 1940. This 
1940 is the ideal 


state of economic balance. As a mat- 


does not mean that 


ter of fact, hardly anyone expects our 
economy to fall back to this prewar 
level. It was selected for this analysis 
because a good many measurements of 
economic activities for that year de- 
viate only slightly from long-term 
trend rates and growth patterns. For 
an analysis of other factors or indus- 
tries, the criterion of balance might 
very well be some year other than 
1940. 

It is apparent too that the difference 
in economic levels between 1940 and 
today does not affect this analysis of 
balance. Balance, again, deals simply 
with the equality (or inequality) of 
two or more related factors, irrespec- 
tive of their size. For example, butter 


at 25 cents per pound and average 
wage rate at 25 cents per hour repre- 
sent a different economic level than 
butter at $1 per pound and wages at $1 
per hour. But the relative balance be- 
tween the two factors is the same. It 
is this relative balance between related 
factors that is traced in the accom- 
panying charts. 
Explanation of Charts 

Twelve economic indicators were 
selected and arranged in six groups of 
two each. They are: 

1. Money In Circulation vs. Gross 
National Product. 

2. Physical Output vs. 
Retail Trade. 

3. Private Industry Wages vs. Per 
sonal Consumption Expenditures. 


Physical 


4. Department Store Sales vs. De 
partment Store Stocks. 

§. Wholesale Prices vs. 
Wage Rates. 


Industrial 


6. Machinery Manufacturers’ New 
Orders vs. Inventories. 

Technically, the data were com 
puted as follows: 

1. The long-term (1933 to 1947) 
trend rate line was computed for each 
pair of indicators. 

2. The 1940 deviation from this 
long-term line was obtained, and d 
vided by the ordinate value of the 
trend line. This gives a “trend rat 
index.” (Each deviation is expressed 
a percentage of its long-term trend 

3. The ratio 
“trend rate indexes” was computed 
selecting the proper numerator- 
nominator relationship. Thus: 

Trend Rate Index of Money in 


circulation 


between the two 





Trend Rate Index of gross nation 
product 
The resulting figure is termed a “tro 4 
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rate index ratio.” It is these ratios now in relation to the assumed criteria supply and demand concept. Physical 


for the various years which are plotted 
on the charts. 

In the captions on the charts, the 
(Chart 


first factor mentioned 1— 


“money in circulation”) is the numer- 
ator of the ratio, and the second 
(“gross national product”) is the de- 
Thus, if the 


it means that “money in circulation” 


nominator. line rises, 


has increased in relation to “gross 


national product.” The converse, of 
course, applies if the line drops. This 
idea is true of all six charts. 


Each chart begins with the ratio 


for 1940 (Chart 1—103.2). Since 
1940 is our assumed standard of 
measurement, this line is projected 
across the page. Annual data are 
shown for 1940-45; for the years 
1946 and °47 the ratios were com- 


puted by quarters or for every month, 
the dis- 


showing 


which accounts for sudden 


tortions. An “Avg.” line 
mean level is given for both 1946 and 
1947. Finally, the parallel dotted lines 
1948 trend 


or the probable limits within 


represent the “estimated 
area,” 
which the ratios will fluctuate during 
the coming year. 

Che big questions to consider now 
are these: To what extent did war- 


conditions dislocate the balance 


oe 


between these factors? Where are we 


of balance? Where will we be in 1948? 


The answers are given by the charts, 


which will be discussed individually. 


Chart 1—Money in Circulation 


vs. Gross National Product 


balance through 


Ratio movement remained close to 


1941, after which 


total money supply expanded at a 


much faster rate than gross national 


product. War financing and printing 


press money brought the cost of a 


prewar. 


pe ak 


unit of product far out of line with 


“dance of the dollar” 


The 


became a dervish whirl which reached 


intensity in the first quarter 


of 1946. 


Then for a year the rate of increase 


in the money supply relative to the 


rate of increase in gross product fell 


sharply. 
rate decline of 
subside while the product 


Recently, though, the trend 
money has tended to 


rate has 


stepped up, thus bringing the ratio 


between the two into striking distance 


of the 


a further movement 


1940 balance criterion. 


It seems probable that 1948 will see 
toward balance, 


1s is indicated by the trend area marked 


off on the chart. 


Chart 2—Physical Output 
vs. Physical Retail Trade 


Here we are dealing with a true 


output of goods outran physical vol- 
ume of retail trade during the 1941- 
42-43 period, reaching the wartime 
peak in the middle year. The subse- 
quent decline in the ratio of output to 
trade, extending into 1946, just about 
offset the wartime distortion. 

By early 1947 
toward prewar balance had overrun 
the mark. Most of the wartime pro- 
been 


the resurgence 


duction requirements had 
sloughed off by this time, however, 
and a settling-back toward “normal” 
trend rate relationships quickly oc- 
The 


ratio between output and consumption 
1947 is expected to be 


curred. final trend rate index 


for all of 


nearer than any other annual ratio 


since 1940 to the computed balance 
level of that year (105.3). 
1948 should witness an even closer 


return to balance. (See Chart.) 


Chart 3—Industrial Wages vs. 
Personal Consumption Expenditures 


It is well known that there exists 


a very high “natural” correlation be- 
and salaries 


tween industrial 


and consumer expenditures for goods 


wages 
and services. Even in wartime, devia- 
tions from normal trend balance were 
less radical in this area of relationship 


(Continued on page 136) 
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AVE you wondered if you would 

ever make a salesman? No, I don’t 
mean a peddler—I mean an individual 
who can go out and create a demand 
for his product. Any person can sell 
what is readily sought, but can you 
sell that for which a need does not ob- 
viously exist? 

Articles are being freely written and 
published about the trend back to a 
buyers’ market. What does this mean 
to the fellows who earn their dollar by 
Again per- 


appearance, service, honesty, 


selling? It means that once 
sonality, 
integrity and friendships will be at- 
tributes of success. 

How can you determine if you have 
takes to be 


what it successful sales 
man? 

I suggest going to the nearest mirror 
and asking that question of the person 
you see. Ask vourself, and look closely 
for the answer. Scrutinize the charac 
ter you se Do you see the honest 
desire to succeed? I don’t mean a half 
hearted ambition, but a real inclination 
to be successful? 

Success is always accompanied by 
ambition, carefully planned and direct 
ted ambition. Not the ambition that 
calls for success at ill costs—not the 
kind that says, “I step on anyone who 


stands in my way Guided ambition 


is laid out like 


vith all roads 


2 well-planned city, 
leading to the heart of 
the city Ambition should stir up 
the desire for know ledge -~-knowled g« 
of your product, your company and 
your customers. This ambition should 
be continuous and driving. It should 
stimulate study and ___ professional 
growth. Adult education classes often 
offer courses on salesmanship. Ap 
schools like 


proved correspondence 


those maintained by universities have 


40 


Looks Back 


Lo Wild I mabe a tidtemarn alae ? 


unlimited material on selling and mer- 
chandising. Reading of any kind stim- 
ulates growth and widens one’s scope of 
conversation. Read periodicals, news- 


papers, books and business publications. 


Personality 

If you have now found ambition in 
the image you see, let’s look for person- 
ality. Personality is that factor or 
combination of factors which makes 
an individual pleasing or acceptable to 
another. The degree of acceptability is 
the measure of personality. Some indi- 
viduals are born with more pleasing 
factors of personality than others, but 
do not cultivate them. Other individ- 
uals enlarge on the positive factors 


and minimize the negatives. 


The positive factors are those phys 
ical features and mannerisms that are 
attractive to others. The negatives are 
those quirks that Mother Nature sees 
fit to bestow on us at intervals. These 
can be made to work in our favor by 
learning control of such habits as stut 
tering, blinking, twitching. If such 
handicaps have been overcome to a 
large degree, it shows strong personal 
character and gains respect. Physical 
defects can be made less noticeable by 
careful grooming or even by profes- 
sional attention by doctor or dentist. 
Regardless of your weakness, remember 
man is usually anxious to see and be- 
lieve the best and minimize the unfa- 


vorable. 


Appearance 

Let’s now look at the person in front 
of us from a personal habit viewpoint. 
Being frank is sometimes cruel, but so 


is the road to true success. Are you 





clean?—clean personally? Remember 


purchasing agent sees dozens of people 


The Looking Glass 
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By DON F. WILBER 


Sales Representative 
Blood Brothers Machine Company 
Allegan, Mich. 


a day and often makes snap decisions 
from personal appearance. What strikes 
his eye first? The face. How is the face 
in front of you? Clean-shaven, clear of 
complexion and bright of eye? He next 
sees the mouth, because it moves and 
movement catches attention. Are the 
teeth clean, or are they dull and cov 

ered with fuzz? Dirty teeth are 
very repulsive and have the ten 
dency to make a purchasing agent look 
away or not give you his full attention 
Teeth can be a thing of interest. Good 
teeth draw attention and help a person 
concentrate on what you are saying 
Teeth can be improved or even r 


pla Cc ed. 


Speech Mannerisms 


Let’s look at our speaking mann 
isms. Do we stumble or seek word 
This shows either lack of education or 
lack of technical knowledge. Speak: 
defects can be improved by correcti 
their cause. If it is lack of educatio 
an ambitious person can correct 1t 
taking work in speech. If it is lack 
technical knowledge, read furt 
about your product; talk to your t 
nical man; spend time in the shop. 

Talk to yourself in the mirror. 
mannerisms do you see? Do you b 
your eyes to accent a point? D 
This becomes tiresome to see and 
be catching. The most interesting 
son to talk to is one who looks you 


the eye, talks freely and enunci 


(Continued on page 130) 
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What the Business Paper Editor 


Can Learn from the Advertising Man 


THLE 2 plea for more thought in fewer words 


7 ind I, Mr. Editor, are faced 
with very much the same job: 
[That of making our audience read and 
nk. Yet our methods are so dif- 
ferent that each can learn much from 
the other. 


We of the advertising protession use 


every trick of the trade to cram our 
message into a 7 by 10-inch page or 
les You who publish articles have 


pages on end in which to unfold the 
detail of the story—and writers paid 
by the word know not the wit of 
bre Vity. 

At times each of us carries the 
thing too far. Our ads are apt to be 


too short—at least too short in sub- 





stance. While your articles are apt 
to be too long—at least in words and 
detail. 
This plan for brevity is addressed 
the business paper editor, not to 
the general magazine editor. By and 
large, most general magazines are writ- 
ten to aftord entertainment. The 
longer it lasts, the better. On the 
ther hand, most business publications 
ire edited to provide information. The 

ker it is put across, the better. 

his brevity in text has already paid 
off. In the general field there are The 
Reader’s Digest and Life; in business 
papers, Industrial Equipment News 
and others. 

; 


lo not mean to say that the day 


ot the full-text business journal is 


do Not in the least. These publi- 
cations should be the most worth while 
ot But I do mean to say that read- 
er tired of searching through pages 


linspired text to find what—if 


al ln 


g—is significant. 

Se|-cting the Significant 
all that is significant can be told 
sentence or two, that’s enough. 


Is 


ere some unwritten journalistic 


law requiring that all articles be 
padded to at least a page in length? 
Why not one sentence articles? Ad- 
vertisements often embody only head- 
Need the notes 


from the back of the interviewer’s old 


line and illustration. 


envelope always be expanded to feature 
length? 

When all that is significant cannot 
be expressed in a sentence or two, com- 
prehension can be aided by organiza- 
tion. Presented without organization, 
physical facts are like bricks thrown 
into a pile; architectural planning is 
necessary to form a building. 

Elementary as it may seem, this ad- 
vice is necessary. The typical food 
business journal describes a store as 
having a door in the front, meat de- 
partment at the right, vegetables at 
the left, etc., etc.; a technical business 
journal describes a paper mill as bemg 
equipped with six water pumps of 
1,583 gallons capacity each against 118 
feet head, etc., etc. 

How obvious! Of course every 
store has doors and departments here 
and there. Of course every paper mill 
has water pumps of some capacity and 
pressure. If the details are not un- 
usual, significant, or so organized as to 
develop a theme of importance, their 
rote recitation means no more than to 
describe a human character by saying 
that she has a face, and that upon that 
face are eyes, nose and mouth. How- 
ever, when the novelist adds that the 
eyes are long lashed, big and baby blue, 
he is dealing in the significant. 

It is the editing rather than the 
writing that is usually at fault, since 
the majority of the editor’s pages are 
filled with contributed articles. He 
should use the blue pencil more freely. 
For every author he offends in so do- 


ing, he pleases a thousand readers. It 
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Seorae H. Gibson C 
New York. 


is the rare industrial author who needs 
no cutting. His previous experience 
in report W riting or plant planning 
necessitates complete and detailed men- 
tion of every piece of equipment, re- 
gardless of significance or of interest 
to outsiders. But, that is not business 
paper journalism. 

Selection of the significant involves 
more than journalistic style; it re- 
quires that the editor know what is 
significant. Not enough editors have 
a background of practical experience. 
The publisher is faced with the prob- 
lem of hiring journalists and letting 
them learn the industry, or of hiring 
industrial men and letting them learn 
journalism. 

Unfortunately, as is said of other 
forms of education, those who can, 
do; those who can’t, instruct others. 
Good men of experience are hard to 
hire at prevailing editorial salaries. 

My many editor friends will, I hope, 
pardon this rude and often unwar- 
ranted insult in view of the suggested 
solution. Namely, that publishers pay 
somewhere near as much for the make- 
up of their editorial pages as they 
charge for their advertising pages. 
(Having never met a publisher’s pay 
roll I suppose that I am here open to 
the very criticism of the preceding 
paragraph—to an indignant charge of 
too much theory and too little ex- 
perience. ) 

Telling It in Heads and Subheads 

The essence of significance and brev- 
ity is the advertising headline. It tells 
half the story and tells it so vividly 


(Continued on Page 110) 
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Get Helpful Immediately’ 


Copy chief gives tips on saving reader's time 


with useful headlines, illustrations, and layouts 


By ERNEST S. GREEN, Doyle, Kitchen 
& McCormick, Inc. New York. 


How Up-to-Date are you on ALUMINUM? 


Choose the RIGHT Geshe? +§=°NEW ALLOY SELECTOR 
SAS20 
Fe 2 “14 Basic Materials 





wi | hay , 


Johns-Maaville — Pacurmas 8 Gasuers [| a eae el 





HELP WITH HEADLINES—These simple, blunt heads save time. Reader is told immediately 
what ad is about. Easy-to-read charts give added details if reader is interested. 


where 


1M RAILROAD CABLES 


Tcleclion COUNTS 


peeve (UU omy 
a —™ 
inseteted wires and cables : i, 
HELP WITH LAYOUT—Charts and tables are best solution for long copy. In this ad reader 


can go directly to his own problem. First column of table gives characteristics which reader 
wants; second gives railroad uses; third column, and illustration, tells why product does job. 
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USINESS paper readers may no 
be literally floundering in miry 
swamps and quaking quicksands cry 
ing “Save me! Save me!” to sure 


footed advertising people passing 
quickly by. But it isn’t a bad ap 
proach for a copywriter to think o 
them that way. 

The cry isn’t “Save me from bore 
dom”, as it might be from a genera 
magazine reader. The cry is “Savi 
me from wasted time!”’ For so fa 
as the reading of business paper pages 
(advertising and editorial) is con 
cerned, whatever does not relate to 
the reader’s business is time badly 
spent. 

I am not the only tub thumper for 
avoiding useless time consumption. 
You will recall the point made again 
and again by Harvey S. Pardee, a 
Chicago engineer, in his challenging 
article in INDUSTRIAL MARKETING of 
June, 1946, “An Engineer Analyzes 
Industrial Advertising.” Mr. Pardee 
is a consultant on materials, equip 
ment and machines used in industry. 
And while he claims to report only 
his own personal reactions, there is a 
fundamental industrial advertising 
truth in his statement, “there is no 
time to waste in perusal of verbose or 
uninformative advertising.” 

Before I can be convicted of being 
verbose myself, here goes for four 
ways in which you can get helpful im 
mediately: 

1. You can do it in the headline 
(and in that well-integrated kind of 
ad where the headline and illustration 
form such a dovetailed unit as “parts 
like these” etc., etc.) 

2. You can do it in the illustration. 

3. You can do it in the layout. 

4. You can do it in the first 
paragraph—if your headline is help 
ful also. 


Headlines 

Let me give you some headlines th 
in my opinion make the grade. Th 
are not synthetic stoppers. Some 
not particularly original or cle 
But all indicate that a reading of 
ad may well prove rewarding ©: 
business basis: 

1. “Choose the Right Gasket f: 
these 14 Basic Materials.” Advert 
Johns-Manville. Medium: Puri 
ing. 

2. “New Platform Plate so 
right-foot-first problem.” Advert 
Samuel Moore & Co. Medium: 
Trans portation, 


3. “New Alloy  Selector-A! 
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The inside Track to Profits... 





Socony-Vacuum | 
Correct Lubrication “ 


inum Alloy data at your fingertips.” 
Advertiser: Reynolds Metal, featuring 
a slide-rule type of gadget. Medium: 
Chemical Engineering. 
4. “Where does 
your business?” 
a phic Ax 


Fortune. 


, : 

photography hit 
Advertiser: Photo- 
Magazine. Medium: 


5. “How to Avoid the Penalties 
and Pitfalls that Threaten Your Busi- 
Advertiser: W. H. 


Trade Agree- 


ness.” Anderson 
Company, publishers of “ 
Anti-Trust 


ments and the Laws.” 


Medium: Fortune. 

In each case the headline tells what 
the reader will get from the ad. If 
he wants it, the head will lead him into 
he selling copy. If he doesn’t, the 


headline has saved his time. 


Illustrations 


You can make illustrations instant- 
ly 


syrup as “Here is the Inside Story.” 


helpful without such headline corn 


One example is the way Allis-Chalm- 
ers did it in “9 Ways to Save” 
the Allis-Chalmers Type R Crusher. 
Specific 


n pointed out in a cutaway 


with 
savings are enumerated and 
view 
ot the crusher. (See illustration.) 
\nother example is the always ex- 
cellent color cutaway photographs in 
Socony-Vacuum “Correct Lubri- 
cation” series in Factory Management 
5 Maintenance and other publications. 


third example is a phantom bus 
photograph which shows in black the 
Mack bus 


ag inst the rest of the bus assembly 


Feetress Frame’ of a 
sh wn in a light color. Medium: Bus 
T ‘Ss portation. 

re the illustrations save the read- 
er time. Complicated technical detail 
is resented in one easy-to-understand 


gle ice. The prospective 
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buyer is 


what you 
deciding 


relieved of figuring out 
have; he is available for 
whether or not he wants it. 


Layout 

How can you get helpful im- 
mediately with a layout? By making 
it look business-like and time-saving 
from the very start. The chart or 
tabular format is surefire. It states 
quite clearly that the advertising mes- 
sage is a serious one. And the time- 


saving feature is apparent at first 
glance; you can quickly find the part 
of the copy that bears directly upon 
your own 


problem. Thus, in the 


Okonite Railway 


9 Ways to Save 


With Allis-Chalmers Type “'R”’ Crusher 


Age spread, “Where 


iso 4 = 7 
asses S-- 8 
30 P 9° , 












Okoprene protection counts in rail- 
road cables,” the reader can instantly 
see the use he may have for a cable, 
and relate this use to the compound 
which fits this specific cable. 

Thus also in the Reynolds Alloy 
Selector ad mentioned in our discus- 
sion of helpful headlines, just a picture 
of the slide selector gives you the idea 


of a “handy, accurate, easy-to-use 
selector . just two settings ... set 
one slide for the alloy .. . set the 


other slide for the form.” 

It is of more than passing interest 
to note that consumer advertising has 
charts by 


recognized the value of 


(Continued on page 145) 


LOW-HEAD SIFTERS 
SOLVE PLASTICS 
GRADING PROBLEM 
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HELP WITH ILLUSTRATIONS—Even the busiest executive has time for pictures. Here's how 
three advertisers take a pictorial shortcut through technical material. Socony-Vacuum (upper 
left) uses three pictures to tell three-point story on industrial lubrication. Allis-Chalmers 
(above) illustrates "9 Ways to Save" with cut-away drawing. Mack Bus (below) merchandises 
“Fortress Frame" first in phantom photograph, then in step-by-step shots of production line. 
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Teachers Want Your Industrial Films 


Visual aids user tells how to make company films 
acceptable for multi-million school audience 


By FRANCIS M. McKINNEY 
Director of Visual Aids 
Put Sci f H 


7 ACHERS have been using visual 
aids for centuries. Before the in- 
vention of the blackboard, early mas 
ters drew pictures in the sand or on 
the walls inside ancient cliffs. As 
time went on, the blackboard and then 
the printed chart came into use. Dem 
onstrations of mechanical movements 
became common. 

Today the motion picture is an 
acknowledged leader in visual educa- 
tion It is ideal for subjects which 
cannot be illustrated on the black- 
board, or for scientific subjects for 
which the school cannot afford proper 
experimental and demonstration equip 
ment. Geography, for instance, can 
not be adequately taught by any other 
means than by travel in person or by 


way of the motion picture. 


So the teachers of America are 
thoroughly sold on the value of the 
motion picture. But they are not using 
it as much as they should because of 
the way that many of the films are 
prese nted 
Teachers’ Criticism 

As director of visual education in 
several areas, I have listened to the dis- 
cussions of many teachers on the sub- 
ject of “free motion picture film.” 
The free film is generally produced by 
manufacturers Of Various products. 
Someone must bear the expense. Like 
the radio commercial, the film pays 
its cost in advertising. Without go- 
ing into detail about the many sources 
of films, I would like to bring to you, 
the commercial producer, a few of the 
teacher’s criticisms. 

In order to build up a listing of 
valuable classroom films, the visual 
directors of every school system pre- 
pare a report form. When a film is 


sent out to the classroom teacher, he 
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Battery is th 
4 of the “Mey 


Electrical System 


Set ES. 


MASTIO Derr 


EDUCATION AND ADVERTISING—These scenes from "The Story of the Storage Batt 
produced by Willard Storage Battery Company, Cleveland, show how industrial films shou 


slanted for acceptance in the schools. Education, such as the laboratory demonstration, © 


be the paramount theme. Company “commercial” should be worked in indirectly, such as 
lard name on chart which is being used for educational instruction. Direct advertising is 
acceptable except in opening and closing announcements. Then it must be quick and poir 


is asked to report on three definite 2. Does it do the teaching job 

things regarding the film: which it is intended? | 
1. Does the film fit the subject you 3. Does the film carry object 

are teaching? (Continued on Page 127) 
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Effective Life of Business Paper Ads 


Four-year test with identical ad shows traceable 
sales for average of 7.5 months after each insertion 


By FRANKLIN D. JONES 
Director of Book Publishing 


trial Press, New York. 


ne nau 


[’ IS an accepted fact that the life 
of any publication (and therefore 
the effective life of the advertise- 
ments and editorial matter in it) is 
longer than the interval between its 1s- 
sues \ weekly has an average life of 
more than a week; the usefulness of a 
monthly extends beyond the month on 
ts masthead. It is also safe to Say 
that a technical or business paper, be- 
cause of the more useful nature of the 
ntormation 1t provides its readers, has 
1 longer effective life than a popular 
magazine. 

How long does an advertisement in 


1 business paper continue to bring re- 


The answers to this question have 
lmost as many and as varied as 

the number of business papers, and in 
many cases they have been supported 
by impressive data. The following 
study made by Machinery shows that 
the life of an issue of this publication 


—as measured by traceable coupon re- 


turns from book advertising—aver- 
ages 7'5 months. The accompanying 
table gives the complete month-by- 
month analysis of book sales from 
which the average was derived. 


Identical Ad Used 24 Times 
[his study is unique in that many 
variables which ordinarily af- 
he accuracy of such a test have 


been eliminated or reduced to 


iminimum. For example, one of the 
troublesome factors which is encoun- 
tered in conducting such a test over a 


eriod is the changeability of the 
sing itself. In this test, which 
ce 1 the period from August, 1942, 

il, 1946, the identical advertise- 
me was used throughout. The ad 
va double spread showing 12 
ering books, with a brief de- 


‘ription and the price of each book. 


A coupon was included to facilitate 
ordering. The only monthly change 
was in the tracer date on the coupon 
returned by the book purchaser. 
Another difficulty often encoun- 
tered is in deciding just what are 
traceable returns. The results shown 
here are based only upon actual cou- 
pon orders for books. Orders from 


letters, salesmen, or bookstores, or 


from any other source were not con 
sidered. 

Since the books advertised are issued 
by the same company which publishes 
the magazine in which the advertise- 
ments appeared, every step in the test 
vas under unified supervision and con- 
trol. Every month in which the adver- 
tisement was used is shown in the 


table: the results were not based on a 





Table of Results 


The identical book ad (see picture) was inserted in Machinery 24 times dur- 
ing four-year period. Ad was discontinued in April, 1946, because of paper 
shortage for book printing. ~ “Traceable sales” was judged solely on coupon 
return. No other source was considered. Coupon was keyed with month of 


publication. 


Number of Months 
during which a 
given issue 


Date of Issue produced 


Year Month Traceable Sales 
1942 Aug. 8 
Sept. 5 
1943 Jan. 8 
July 8 
Aug. 9 
Sept. 6 
Oct. 7 
Nov. S 
1944 Feb. 5 
Apr. 7 
Dec. 6 
1945 Jan. 10 
I eb. 11 
Mar. 10 
Apr. 8 
May 11 
June 9 
July 9 
Aug. 5 
Se pt. 6 
Nov. 8 
1946 Feb. 4 
Mar. 6 
Apr. 8 
Total 182 
Average 7.5 





Traceable Sales 
during second 
and following 


Traceable Sales 
during first 


month months 
82 98 
75 54 
25 87 
27 84 
21 62 
12 51 
18 77 
? 39 
20 21 
14 25 
69 740 
118 77 
111 76 
128 50 
62 67 
77 68 
32 58 
56 42 
16 43 
14 $2 
16 70 
20 41 
13 $2 
25 60 
1072 1428 
44.7 59.5 
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MACHINERY 5 HANDBOOK 

World renowned book for mechanical engmeers, machine 
«hints. Contams engineering 
machine shop data, rules 
las and ecneral intormaton tor demgners and builders 
Thirteenth Editon, 19!) pages. 


ma tmtarmg standards 


erything mechenxal 


+ 


yus examples wit 


aml anewers Price, $ ? 





TEST AD DRAWS AVERAGE OF 104 REPLIES FOR EACH OF 24 
INSERTIONS—During four-year period (1942-46) this ad appeared 24 
times in Machinery. In 1945 it appeared for nine consecutive months 
Ad generally appeared 


Only change was in tracer date on coupon 


study of selected returns. No preferred 
position Was given the 1dvertisement; 
the exigencies of makeup dictated its 
location, and it usually appeared in the 
‘back of the book,” not directly fol 
lowing or followed by editorial mat 


ter 


“Life” 71/, Months 


With these factors in mind, it ts 


Average 


interesting to note that the August, 
1942, coupon was still being clipped 
by readers as late as March, 1943; the 
February, 1945, coupon was still in use 
11 months later— proot that the 1s 
sue was.consulted at least that long 
after its original publication date. 
Note also how closely the life of each 
issue holds to the average of 7" 
months, ranging from a low of 4 


months to a high of 11 months. 
Another interesting fact uncovered 
by this study was that total trace 
able sales of 1,428 books during the 
second and subsequent months exceed 
ed the total for the initial months by 
more than 13°; —proot that the publi 
cation had great vitality as an advertis 
ing medium even after it was supposed 
te have been replaced by a succeeding 
issue. In addition, it was found that 


in 30°) of the cases the advertisement 
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167 Mustrations. Price, $ 
THE USE OF HANDBOOK 


poems mol were 


TABLES AND FORMULAS 

4 MACHINERY 'S Handbook 
wit ow to get the mt owt of your Handbook Contains 
yunane and teat queshons undicat 
« typecal applications of Handbook matter. 205 pages, 63 


strations 500 probleme practice 


MACHINE SHOP TRAINING COURSE 

both elementary and advanced 
e shop prac tee for shop courses, techmeal schools. and 

struchon. Packed with practical information. | 124 
? wirations Vol 


. volumes overmng 


wine | 
n H Con 


$ 00. either volume ecparaiely, $4 


MACHINE TOOLS AT WORK 


une 544 pages and 434 close 


standing jobs trom a 
rvalent to a mechanscal sight 
o Losted States Price. $4 


a reterenre 


DIE DESIGN AND DIEMAKING PRACTICE 


Price of both volumes, $8.00 


exercises, test questions 


nchudes a senes of sm 


las 


mber of pages, 1074; total 


HOME ADDRESS 


1) 


produced more trace ible sales during 
the second month of its life than dur- 
ing the first month it appeared. 

These figures should be encourag 
ing to everyone who uses space in 
trade, technical or business papers, 
since it is reasonable to assume that 
every such publication has, toa greater 
or lesser degree, a longevity far greater 
than that measured by the interval 
between publication dates. Part of the 
reason for the long effective life of this 
particular publication is found in the 
character of its editorial content. Be- 
cause it deals with the methods, ma- 
chines, materials and other practical 
subjects connected with machine 
building and metalworking, its articles 
have a long useful life. 

Total Sales Exceed 
Traceable Returns 

The relation between the traceable 
sales and the total sales resulting from 
the advertisement used in this test is 
not known. However, another study 
did give an indication of this relation- 
ship, and showed that traceable sales 
were only a fractional part of the total 
which could be attributed to a given 
advertisement. In this second test, 
an advertisement in Machinery was the 


only source of information about a 





in “back of the book": 


GEAR DESIGN SIMPLITIZD 
Book of working rules and torruulas covering the desige 
ot various types of gears. it coptains 110 gear-problem 
charts with 20! drawings illustrating all kinds of gear 
designing problems and includes « lot of informatio 
required in the shop. Worked-out examples show how 
rales or formulas are actually applied Pree, $3 00 
14900 GEAR BATIOS 

Tabulated ratios presented in both comn tractional and 
decimal forms and in four differently arranged sections k 
facilitate the solution of all clasecs of gear-ratio problems 
Typical examples show how the tables are applied Cor 
tains 14,000 two-gear and millions of poss: ‘era 
combinations. 404 pages. Price. $5.00 

MANUAL Of GEAR DESIGN 

In three sections: i Mathematica ables appl 

gear design; li, Design of Spur and tr 

Design of Helical and Spiral Gears Fo F e 

are accompanied by practical examples work in d 
tail. Price of three sections, $7 00. any o $2. 
386 AND FIXTURE DESIGN 
Deals with the principles unde 


Py 
various classes of jigs and work holding hatures on 
tains Ubustrations of many of the most ing fesigns 
aeed in modern shops Shows numerous types of jage for 
drilling. boring, planing and mulling t 5. pages, 29 


ilustrations. Price, $3.00 





ok and mechameal diction Treatuse on the drawing of machine detatls, including the 
$500 standard making of different classes of drawings. dimensioning 
‘ nes conta reading, and checking of working drawings with addi 
tormatnve defiminons of tional informahon on nurnbe a and bling systems for 
Oe strations Price. $4 drawings. and genera! drat tung wactice 342 pages 
179 hustrations. | $3 Of 
akers . e756 pages eee eno A en cencccncceseceneesaccaccncesseesececceceecccecccessses 
metruction, inchuding all THE INDUSTRIAL PRESS, 148 Lafayette St. New York 13. N. ¥ 
. ¢ sheet meta Send ma, powtped. the & @ or beh | enclose payment « ¢ 2 
Uhe tote emount Que Leemce PAyABie TH MONE, ‘netelionents | Reve the gM! te returs amy be 
t ary 
wa mained trom di wil be refundes Pisase edd postage te Comedies ond oversees orders Oversees orders show 
ad P 46 00 rem/ttence 
rrrie 
deaggners and inventors ves 
smecharucal movemnents such 
of automat machines or othe name 


erry z " stare 


no preferred position was given. Twelve techn 
cal books were offered, each described by photograph and five lines 
of factual copy, including price. Coupon required minimum payment 
of one-third down. Chart gives breakdown on returns per insertion 


new technical book. Consequently, 

total number of sales of this book oc 
curring within a certain period n 

have been, with possibly a few excep- 
tions, the result of this advertisement 
in this particular case, only about one 
eighth of the total sales was directl) 
traceable through returns 
W hile this 


would vary 


cou pe ym 


relationship doubtless 


considerably with dif 
ferent types of products and diff« 
advertising appeals, it does show that 
the total results from advertising u 
technical publications not only exceed, 
but may greatly exceed, the trac 
returns. 

The w“ hole study Zives rise lt the 
thought that advertising in technica 
journals has a much longer effective 
life than the advertising which ap- 
pears in magazines of a popular nature 
Too often, because of the relativel) 
low cost of the space involved, er 
tisements in business papers are not 
given the careful preparation they de- 
serve. This test proves that technical 
advertisements have a long term o 
usefulness which makes it worth ~vhile 
for the advertiser to expend considef- 
able time, thought and effort in chet 


preparation. 
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NIAA Plans For 1948 


Chairman outlines work of industrial advertising study, 
budget survey, public relations and other committees 


ames of total industrial ad- 
vertising and sales promotion ex- 
penditures, compiled during the past 
year by INDUSTRIAL MARKETING and 
by the McGraw-Hill Publishing Com- 
pany, were quite a shock to a lot of 
people who presumably are well versed 
in such matters. 

However, there has been a tip-off 
right along that industrial advertising 
is big business. This clue has been in 
the number of practitioners. For quite 
a number of years now the National 
Industrial Advertisers Association, 
with more than 3,000 members, has 
been the largest of the numerous ad- 
vertising associations. And the activ- 
ities of NIAA have expanded together 
with its growth in membership. Per- 
haps the best way to picture its cur- 
rent objectives and projects is to re- 
view the principal committees now 


Tunctioning. 


Industrial Ad Study 

Ac the 25th Anniversary Conven- 
tion of NIAA in Milwaukee last June, 
Bernard Peter A. Frasse & 
Co.. New York, proposed an exten- 


sive and continuing project designed 


Dolan, 


to develop concrete evidence on ef- 
fectiveness of industrial advertising. 
Out of this has grown a permanent 
headed by Mr. Dolan, 


Committee, 


which is working on a long-range 
program. Meanwhile, several local 
chapters are attacking a part of the 
pre t independently. 

For many years, one of the most 
helpful activities of the NIAA has 
bec survey of industrial advertising 
budcets. Information developed in 
this annual survey has served as a 
check for the expenditures of many 
companies. Nevertheless, the budget 
Sur has had several weaknesses, the 
mOst important of which is the rela- 
tive.» limited number of companies 
on v hich it is based. The entire sur- 


vey method is now being restudied by 
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a committee headed by Bennett S. 
Chapple Jr., assistant vice-president of 
sales, U. S. Steel Corporation of Dela- 
ware, Pittsburgh, not only to estab- 
lish a broader base for the survey, but 
also to develop a pattern for typical 
industrial sales promotion budgeting, 
something which is not now available 
in any reference material. 

During recent years public relations 
advertising has had a big impetus, and 
the industrial field has been the leader. 
To develop typical plant-town adver- 
tising material, a committee has been 
established in Rockford, Ill., headed 
by Roy F. Cratty, Greenlee Bros. & 
Co. Test campaigns have been run 
in Rockford, a typical industrial city, 





Committee Work in Brief 
Industrial Ad Study 


Long range program for con- 
crete testing of industrial adver- 
tising effectiveness. 
Budget Survey 
Method revised to include more 
companies; typical sales promo- 
tion budget outlined. 
Community Relations 
Data on Rockford, Ill., test case 
prepared for members. 
Cooperative Research 
Study of industrial buying hab- 
its; continuing study of business 
paper readership. 
Education 
Text on industrial advertising 
prepared by Rochester chapter. 
Media Presentation 
Recommended standardized pres- 
entation being used by pub- 
lishers. 
Membership 
More than 3,000 members: po- 
tential is 2,000 more. 
Finance 
Biggest budget in history, but 
no increase in dues. 
Public Relations 
Closer cooperation with media 
and other advertising groups. 
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By WILLIAM A. MARSTELLER 


Chairman of the Board, 
National Industrial Advertisers Assn. 


and the data developed is now being 
prepared for use of NIAA members. 


Cooperative Projects 

Recent cooperative research projects 
in which NIAA has participated have 
been so successful that several new 
ones are now under way. For example, 
in cooperation with Sweet’s Catalog 
Service an NIAA committee under 
chairman William D. Crelley, General 
Electric X-Ray Corporation, Chicago, 
has been established to explore indus- 
trial buying habits. Meanwhile, NIAA 
continues its cooperation with several 
other associations, in conducting a 
continuing study of the readership of 


business papers. Two pilot studies 
have been completed and a preliminary 
report, in slide film, is now being 


; 
shown in a number of eastern chap- 


ters. Bernard Dolan and E. Scott 

Pattison are NIAA representatives. 
For several years, NIAA has been 

vitally interested in improving college 


NIAA has 


been acutely aware that most adver- 


courses in advertising. 
tising curricula virtually ignore the 
special problems of industrial adver- 
tising. As a result, industrial adver- 
tisers will have the choice of retraining 
someone whose schooling has been pri- 
marily along consumer lines, or tak- 
ing someone with industrial experience 
and teaching him advertising. 

The NIAA 
Committee has been reactivated under 
Edward Hurlburt, Ritter Company, 
Inc., Rochester, and is working in 


College Cooperation 


concert with a similar committee es- 


(Continued on page 139) 
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1948 Industrial Calendar Review 
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OST all of the 1948 industrial 
M calendars follow three simple 
nds: pleasing, high quality artwork; 

, readable numbers; and very littl 
vertising copy. Most companies let 


t 


oduct pictures speak Tor themselves 


t 
1 keep direct selling copy to a min- 
um. 

At the same time, the calendars have 

none oft their individuality. From 
rley’s “backwards” calendar to Eu- 
1s “calendar that wasn’t there,” in 
nuity is the keynote. Utility is also 
phasized in teatures like Hyatt’s 
cimal equivalent table for engineers 

1 draftsmen. 

Because usability has the yard- 

stick, the 1948 calendars are doing a 

good public relations job. They are in- 

cirect selling at 1ts best 
Reincke, Meyer & Finn has pro 
duced the Armco calendar for more 

than 30 years. The agency reports a 

high percentage of “hang up” for this 

calendar, and attributes it to this sim- 
ple formula: pleasing pictorial views, 
hree months of easy-to-read figures, 
and a minimum of advertising. 
Bartlett-Snow, Cleveland, sends a 
12-page wall calendar in three shades 
of green with black and white pictures 
cf its products. The first sheet pic- 
tures high production foundry shake- 
ventilating heads and 


Henry T. 


Advertising Agency, Cleveland, pro- 


out showing 
casting removal. Bourne 
duced the calendar. 

Frederick L. Hamilton, Pelham, N. 
Y., photographed 12 industries using 
Bemis bags for Bemis Bro. Bag Com- 
pany’s calendar. Sent out late in Octo- 
the calendar begins with Novem- 
be 1947, with current, past and 
future months in large type. Sim- 
mons-Sisler, St. Louis, is the printer. 

\ red diesel-powered pump irrigat- 

1 rice field is one product shown on 
six-page calendar 
Brown & Bigelow, St. Paul. Other 


la products are pictured and de- 


1 Company’s 


d on the back of the cover. 
ompany plants also play their part 
lustrations. For the West Virginia 

and Paper Company Edmond J. 
gerald has painted a beautiful view 


of the paper plant at Covington, Va. 
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By MARILYN FRENCH 


Youngstown Sheet & Tube Com- 
pany pictures the Generator and Motor 
Room at its Indiana Harbor works in 
soft golden-brown tones. 

Orange, black and white pages al 
ternate with green, black and white 
to make the Edward Valves, subsidiary 
of Rockwell Mfg Company, calendar 
stand out. Rockwell and Edward 
Valves trademarks are the only deco 
Across the bottom of each 


kinds of 


ration. 


sheet are printed various 


valves. 


Distributed Through Dealer 


Calendars are good dealer helps. 
Bell’s Implement Store, Ridgway, O., 
ind Quail & Deise, Chagrin Falls, O., 
Allis-Chalmers 


above the line, “Tractors and Imple 


carry the logotype 


ments for the Family Farm,” on their 


calendars. 

Walter Haskell Hinton has painted 
road machinery, then and now, in full 
color for Austin-Western Company. 
In the foreground is the A-W 99-H 
power grader. The first horse-drawn 
Western Grader is in the clouds above. 
Black and white photos of other A-W 
products appear on each page. The cal- 
endar was designed by Brown & Bige- 
lew, St. Paul. 

New York Central System pictures 
the 20th Century 
another NYC 


calendar, a message from G. Metzman, 


Limited passing 


train. Attached to the 


president, tells of the $100 million 
program of 
Route. 


pad is a map of the system. 


progress for the Water 
Level Beneath the calendar 

Users of TWA’s calendar get a snap- 
py salute from an airline stewardess. 
This copy is printed in French for 
schools and classrooms in the United 
States. The same calendar without the 
U. S. 


countries overseas. 


holidays is distributed in 13 
The French-Eng- 
lish combination works well, accord- 
ing to Chris Stritzinger, international 
advertising manager. 

Water colors painted by Raymond 
Bennett and Robert Johnson carry out 
Allis-Chalmers Mfg. Company’s theme 


1948 


of how industry has helped bring the 
American people the highest standard 
of living in the world. Copy tells how 
the industrial equipment pictured has 
contributed to high productivity. 
Brown & Bigelow, 


the calendar. 


St. Paul, pt inted 


Four months appear on each page of 
the Chain Belt Company calendar. 
The January-February sheet has De- 
cember and March in miniature. Col 
ored photos of Rex construction ma- 
chinery at work head the pages. North 
American Press of Milwaukee printed 
the calendar, and National Engraving 
Company, Milwaukee, made the en- 


gravings. 


Lined for Making Notes 

Date squares lined for making notes 
distinguish the Whitney Chain & Mfg. 
Company, Hartford, 
Whitney chain drive is the only art- 


work on the green and white calendar. 


calendar. A 


The well-known sports series again 
yppears on the Hewitt Rubber Divi- 
sion, Hewitt-Robins, calendar after a 
wartime absence. Sports tie in with 


the current month.  Baker-Jones- 
Hausauer, Buffalo, designed and pro- 
duced the calendar 

Notable exception to the “product 
:n use” trend is the “‘cheese-cake”’ cal- 
endar of Spartan Saw Works, Spring- 
field, Mass. 


Earl Moran was reproduced in tin- 


The original pastel by 


togravure. “Call again,” invites the 
blond beauty at the phone. ’Nuff said? 
Brown & Bigelow, St. Paul, printed the 
calendar. 
Since 1939 


Inc., Cleveland, has devoted its calen- 


Thompson Products, 
dars to a single theme or period in avi- 
ation. This year’s calendar deals with 
“The New Power’—jet and rocket- 
propelled planes, beginning with the 
first rocket plane (1929). The theme 
fits in with the company’s production 
of turbine wheels, nozzle diaphragms 
and compressor assemblies for Ameri- 
con-built jet engines, and other air- 
craft parts. Oil paintings by Charles 
H. Hubbell, aviation artist, illustrate 
the calendar; an explanation booklet is 


enclosed. To reproduce all the color 


(Continued on Page 62) 
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‘Catalogs as Sales Tools’ 


How to plan catalog budget, contents, and layout 


By B. M. WALBERG 
Industrial Advertising 
and Marketing Consultant 


PART TWO 


INCE for appropriation purposes 

catalogs are all too commonly 
classified with “advertising,” the first 
step in catalog production starts with 
the advertising budget. 

Every company has its own method 
and quirks in determining the adver- 
tising budget, but the NIAA “Na- 
tional Survey of Advertising Budgets” 
shows that in general two methods are 
followed: 

1. Budget is based on a percent- 
age of sales quota or sales volume. 
This may be for the past year, the 
current year, or the year to come. 
It can be figured either as a per- 
centage of gross sales or as a fixed 
sum per unit of product. 


, 


2. A fixed sum is allotted to 
This is nor- 


mally done on the basis of one year, 


achieve a given goal. 


though more far-sighted companies 
are coming to use a three-year pe- 


riod as a minimum base. 


Another Method Listed 


In addition, Herbert West of Batten, 
Barton, Durstine & Osborne, lists an- 
other method (“How Much of a 
Product's Sales Should Be Spent in Ad- 
vertising,” Advertising and Selling, 
July, 1947), 
too popular today: 


which unfortunately is 


“Arbitrary selection—the manufac- 
turer fixes an amount to be spent 
for advertising which seems reason- 


able to him in the light of his ex- 
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periments, profits, competition, and 

his hunch as to future business.” 
That many advertising budgets are 
determined by this latter “punt and 
a prayer” method is born out by the 
Federal Trade Commission survey on 
advertising for the years 1939 and 
1940. It was found that some 2,549 
manufacturers in 91 industrial classi- 
fications spent an aggregate of $483,- 
$03,000 for advertising. This com- 
pares to a total sales volume for the 
same period of $25,864,135,000, or 
1.87 cents of advertising for every 
sales dollar. 
Management Education 

The first task, then, that the cata- 
log manager must face is to get a 
large enough over-all ad budget to 
His sec- 
ond task is to get a fair proportion of 


support a catalog campaign. 


that budget or a separate budget to 
make the catalog effective. 

Both of these require management 
The principles of “‘cata- 


logs as sales tools,” the advantages of 


education. 


catalogs as buying aids, must con- 
stantly be emphasized and re-empha- 
sized for the men who control the 
purse strings. For too often, as pointed 
out by R. H. Baldwin, director of 
research and promotion, Chemical In- 
dustries, “sales budgets readily rec- 
ognize the value of the salesman and 
provide for his functioning. The 
other more specialized sales tools are 
often dulled or broken by overzealous 
budget cutting, with ultimate costly 
and disastrous results.” Only through 
management education can the cata- 
log manager avoid the rigid coffin into 
which too many catalog programs are 
laid—the pre-set appropriation. 
Livingston & Knight Company sug- 
gests a fairer and more efficient way 
of determining the size of the catalog 


appropriation. “A percent of the vol- 
ume of business which will come from 
the use of a catalog over a period of 
time should be the determining factor 
of expense as a starting point.” 


Flexibility Necessary 

In other words, when catalog ap- 
propriations are being decided upon, 
two questions are paramount: “What 
is the average life of this catalog?” and 
“What kind of total sales volume can 
this catalog reasonably be expected to 
produce?” On the answer to these 
questions should rest the final decision 
If they are 


ignored in favor of a pre-set appro- 


on catalog appropriation. 


priation, the catalog manager has lost 
his first, and most important, battle. 

Naturally, these two questions are 
not easily answered. It is impossible to 
establish with precision “a percent 
of the volume of business which will 
come from the use of this catalog over 
a period of time.” This requires a 
familiarity with buyer 
habits, past catalog performance, pres- 


thorough 


ent market conditions, and, as in any 
business prediction, a little intelligent 
crystal-gazing. 

Because of these conditions, the cat- 
alog budget should be kept flexibl: 
For example, a manufacturer of spe 
cial machinery had $9,000 in_ his 
The $9,000 had 
to cover all the preparation, printing 


budget for catalogs. 


and distribution of four catalogs 
the given year. 


Takes Six Months to Produce 


The first catalog, designed for 
particular market, was a three-c< 
48-page job. Very careful planning 
went into this book, which took «x 


months of hard work to produce. © )« 
final cost of this catalog, and it » 3s 
a beauty from every standpoint, \ 45 
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NEW LINK-BELT GENERAL CATALOG 
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Julius S. Holl, advertising manager 


catalogs, states: 


000. Hence, the catalog budget 
shed, and three new catalogs were 


¢ 


still on tap. 

lid the manufacturer decide to 
cancel the remaining three catalogs? 
N Because the 48-page catalog in 

than a month following its dis- 


ition was directly responsible for 


n than $125,000 worth of business. 
And yet, when this catalog was in the 
preparatory stages, it would have been 


lity to predict $125,000 a month 


“percent of the volume of 


ss. 
hn Mather Lupton in a recent 
id ertisement (Advertising Age, Oct. 


2, 1947) makes this plea against the 
The ad- 


ve isement is headlined “The Tyr- 


pre-set appropriation. 


ar of Percentages.” 


The advertiser who bases his ap- 
Pr -riation on some fixed percentage 
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Link-Belt Company, Chicago, in 
setting up his plan for producing his company's potent sales producing 
As a result of Link-Belt Company's experience in 
planning catalogs, we have decided upon this plan as the most prac- 
tical one for planning future catalogs. The advertising department 
cannot create material. This must be done at the manufacturing plants 
where the product is designed and produced. All of the facts, dimen- 


of gross sales makes the mistake of 
assuming that as sales drop the need 
for sales effort lessens proportionately ; 
and conversely, as sales go up, the op- 
portunity for increasing them still 
further continues indefinitely in the 
same proportions. 

utilized 


. But 


following them blindly is submission 


“Percentages intelligently 


can serve as useful guideposts . 


to the tyranny of percentages. 

“Base your advertising, not on what 
the other fellow is spending, but rather 
on what you can reasonably hope to 
achieve from advertising.” 

So whether in the initial appropria- 
tion stages or in the actual production 
process, the catalog budget needs lee- 
way. The important question on cat- 
alog costs is not how little or how 
much, but what is a fair and reason- 
able expenditure to make this catalog 
do the job assigned. 
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sions and descriptions of the product must come from these individual 
sources. It is only when all the correct data and information are in the 
hands of the advertising department that we can take up the task from 
there on in and apply the skill and ability of good catalog men to 
make the proper presentation, always bearing in mind the ultimate 
user of the catalog. After all, a catalog is built to give the user all he 
should know about the product in an endeavor to make sales easier.’ 


The subject of catalog content can 
nicely fill a good-sized volume. Swee?’s 


pert inently Says: 


In order to be useful as primary 


buying information, a catalog must 
carry the right information at the right 
time to the right user, the potential 
buyer of a_ product Any - specific 
user will meet the catalog with typical 
‘What is the product? Who 
produces it? Why should I use it? 
How should I use it? How do I buy 
it?’ Different buyers require different 
Specific 


plies, therefore, a need for a wide 


questions 
answers catalog design im- 


range ot 
product and its producer 


information on any specific 


Many catalogs in use today have 
been, literally and figuratively, thrown 
together by someone who was given 
the thankless job of getting a catalog 
out, and usually in the shortest time 


possible. Planning was kept to a bare 


(Continued on Page 72) 
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Ingenuity Helps Sales Meetings 


How to overcome the limitations of a small budget 


A 
vv 





in staging attention-getting sales meetings 


By H. W. BLUETHE, Adv 


ertising Manaaer 


f 
noany, \ 


10 





GET ATTENTION—Technical terms take on added interest when shown in a novel setting. 
Models are Wheelco Company employes. Picture was successfully used as publicity release. 





THEN DEMONSTRATE PRODUCT—Charles L. Saunders, executive vice-president, uses 


special 


52 


plastic 


cover model to explain fine points of product to convention delegates. 
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ARGE sales organizations may 

have the facilities to hold sales 
meetings on the scale of Hollywood 
productions, but to the advertising « 
sales manager of a small compan 
working on a small budget, it is some- 
times quite a problem to keep sales 
meetings pepped up. 

We were faced with this problem 
at the Wheelco International Sales and 
Service Conference held last fall. 
Time was short (it was only a two 
day conference) and the delegates had 
come a long way—from London, 
Brussels, Stockholm, as well as from 
all points of the United States—so we 
had to make the most of every minut 

As every sales manager knows, this 
means getting—and _holding—con- 
centrated attention. From past ex- 
perience we know the usual “dead 
spots” in a sales conference, and made 


our plans accordingly. 


Introducing the Delegates 

This is necessary, particularly in a 
small organization, but unfortunately 
is a rather long drawn out process 
Following the example of radio who- 
dunits which use a few bars of music 
to indicate change of scenes, we se- 
cured the services of an employe who 
was a good pianist. Each delegate was 
then introduced to the strains of 
appropriate musical theme (France— 
“The Last Time I Saw Paris”; Pitts- 
burgh—"“Smoke Gets In Your Eyes”; 
Washington, D. C.—“I’'m Always 
Chasing Rainbows”). It is still not 
certain whether the personal popu- 
larity of the Washington representa- 
tive or the political overtones of his 
theme provoked the unusually loud 
applause. 
Introducing the Product 

The whole point in having the con 
ference was to acquaint our salesmen 
with the new features of the Wheelco 
Electronic Pyrometer Recorder. Since 
it was only reasonable to assume that 
Wheelco salesmen had _ seen __ the 
Wheelco product many, many times 
before, we resorted to discreet “‘cheese- 
cake” (see picture) to insure a propet 
concentration of attention when the 
new instrument was first present d 
Needless to say » we got it. The mod ls, 
incidentally, were also company em- 
ployes in rented costumes designed to 
avoid subjecting the girls to embar- 
rassment. Professional models, of 
course, are less subject to embarrass- 
ment. 

But however interesting it may be, 
“cheesecake” does not scl] indust ial 


(Continued on Page $6) 
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COMING IN MARCH! 


CLOSES 
in line with the President's Advisory Committee’s recom- 
mendations for a 46-ship $600,000,000 passenger ship- 
building program, the American Export Lines recently 
announced plans for two 20,000-ton passenger liners at 
a total cost of about $40 millions. Meanwhile the 
American President Lines is planning five more 14,000- 
ton round-the-world lines to cost a total of some $50 
In addition, ship conditioning and ship repair 
continue as important factors. In 1946 and 1947 ex- 
penditures for these purposes totaled some $250 millions 


millions. 


annually. 


HEN plans and specifications for the proposed 
SOV0 000.000 passenger ship program are “on the 
marine men will take their cue from the latest ex- 
s of passenger ship design, construction and equip- 


the President Cleveland and its sister ships. 


\nd in March, Marine Engineering and Shipping 


will present to top-ranking marine officials and 
chnical personnel the authoritative report on this pace- 
ett liner. It's a document that will provide special 
itten'ion on publication and will be consulted months and 
ears after publication. Articles on every phase of the 
Pre nt Cleveland, fully illustrated with plans, photo- 


and diagrams. will be featured. 


FEBRUARY 





27 


With all this activity on the horizon, your 1948 adver- 


tising has a big job to do for you—-keeping your product 
advantages before marine men during the vital period 
when this program is in the blueprint stage and specifica- 
tions are under discussion, 

Make plans now for the March issue (which closes Feb- 


ruary 27). 


as part of a steady advertising program in 
1948. In the 


field the men who decide are readers of Marine Engineer- 


Varine Engineering throughout marine 


ing and Shipping Review—the technical engineering- 


minded marine business paper. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 Terminal Tower, Cleveland 13 
National Press Bldg., Washington 4, D. C. 1038 Henry Bldz., Seattle 1 
530 W. 6th St., Los Angeles 14 2909 Maple Ave., Dallas 4, Texas 


300 Montgomery St., San Francisco 4 


1948-1949 Edition of Marine Catalog 


Now is also the time to plan your advertising pages 
the 1948-1949 Marine Catalog and Buyers’ 
Directory, which closes May 1, 1948. This edition 
will place your detailed product story before 5,000 
key men in every ship yard, and major ship oper- Z 

ating company in the United States, for two years 2 AN % 


at low unit cost. Write for the prospectus describ- 


for 


ing it in greater detail. 


} SIMMONS-BOARDMAN Aeczeuwr © 
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Zelmailelaleniclaitla:) am aaleMt-) | to PLANT 


© Vie ee ee ee 


Plans for PLANT ENGINEERING’s first issue were 
checked with Plant Engineers in many important 
plants across the country. The observations of a few 
of them will indicate to you the need for this new 
publication. 

Plant Enetneer 


7 lirplam Fa for) Ce nnecticut 


You a { imented for starting a magazine 
levoted especially to the plant engineering field. Plant 
Engineet vxda st subscribe to several magazines, 
car cat n measur to a difter nt trade 
Plant , gisaw feld, much larger than the 
vera s § [ams ur new pul 
i if! \ \ f Siastic a ceptance 
P ‘ 
R Con i 1? . 
“PLANT ENGINEERING is the frst magazine of which 
I have any knowledge that is written strictly for the 
Plant Engineers. It should be a must in every Plant ° 
Engineer's library, as it will be a distinct help to him . 
Every one of irticle titles covers a phase with 2 
which Plant Engineers at contact or which ° 
ty: ‘ 
should be brought tl attent ° 
Su} tf Matmntenan 
Machine lool Company— Michigan 
Only magazine I've seer vering power application 
and plant maintenance. Will be very helpful 
( t Fy ; ; 
Leather Compa? Massachusetts 
PLANT ENGINEERING sho certainly be helpt 
The titles cover my field very well ° 
Plant Enetnees . 
Paper Company—Main ‘ 


PLANT ENGINEERING will fill a long-felt need for a 


magazine dealing with subjects not covered suth 
ciently by your present technical literature. POWER 
PLANT ENGINEERING is excellent in its field of 


but there are many different sub- 
r 1S intere sted, like those 


pow r generation 


which a Plant Engine 


pects in 


indicated in your outline ot the new magazine 


Plant / }] 22 ’ 

Neu York 

in the advance outline of PLANT ENGI- 
NEERING deals with subjects pertinent to my work, 
and many of them are topics not usually found in any 


ot the current trade journals 


Plant Eneineer — 
Phonograph Records—Connecticut 
PLANT ENGINEERING in my opinion will be a must 
tor the needs of the Plant Engineer of today. Will be 
most helpful to all of us in keeping abreast of ad- 


vances in processes and equipment 








Here's the most economical 


a 


t way to reach 28,000 
) of them with your product story 


bes 


Now, for the first time, you can reach Plant Engineers throug 
a publication of their own — PLANT ENGINEERING — de\ 
exclusively to all phases of ¢/ job interests, and des 
solely to help them with their everyday problems 


Heretofore, if you advertised products that Plant Eng 


specify, buy, install, use, or maintain, you have had to us¢ 
lications edited primarily for Power Plant Engineers, Pr 
tion Engineers, or some other industrial group. You hop 
reach their fringe readers who were Plant Engineers 
Now PLANT ENGINEERING makes it possible for yo 

ure that you are reaching Plant Engineers—to concent: 
8,000 of them —and to know that you are reaching ther 
as fringe readers, but through a medium that is designe 


Plant Engineers only and no others. 


This is important because BUYING INTERESTS 
READING INTERESTS are twins: both stem directly ! 


JOB INTERESTS. The Plant Engineer's interest 11 


— 
~~ 


product he buys and uses is an interest that PLANT 


had 


ENGINEERING concentrates on and helps to stimulate 


The Plant Engineer's function is common to all industry 
The Plant Engineer and his crew require highly specialized 
knowledge and skills. Here are their principal job interests 
Can you see your product in use here? 


8. Building and Grounds 
Maintenance 


1. Distribution and Use of 
Electricity, Steam, Water, 
Compressed Air, Other 9. Equipment Installatior 


Liquids and Gases 10. Safety 


2. Mechanical Power 11. Intra-Plane Communic ns 


Transmission 12. Construction and Repa 


4. Ilumination 13. Lubrication 


. 14. Instruments and Contr 
4. Air Conditioning : sigs 
. — 15. Plant Design, Equipme 
5. Refrigeration . 
. Specification, and Lay 


6. Sanitation 16. Education and Person: 


7. Materials Handling Improvement 

See your product in one or more of these jobs? If you do, PF) ANT 
ENGINEERING offers a new opportunity to concentrate | vet 
tising on this major market. For these are the interest: chat 
PLANT ENGINEERING serves. It’s products like yours | t # 


deals with. 
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PLANT ENGINEERING reaches 28,000 

of the “white” heads on this chart 
28,000 important specifiers and users of 
plant equipment — 28,000 men with 
common job interests different from power 
generation interests, different from 
production interests, different from 
plant management interests — 
28,000 men never before reachable 


by advertisers through one publication. 








4 A 4 ry 
F: * p! 
ee 


"7 iN THIS ISsuE 


This ts the First tsswe of the First Posts 
oor See outline of editorial objectives 
We Advence Throwgh 


y H.R. Me Meseerch bet MAINTENANCE 
ver Keeps Us 





- te be Edited Specifically fer 





POWER ENGINEER 








Beads up all plant services 














CHIEF 
ENGINEER 






to production 








PLANT ERGINEER 











BOILER ROOM «© ENGINE ROOM CHIEF 
FOREMAN FOREMAN ELECTRICIAN 
MILLWRIGHT STEAM FITTERS SHEET METAL CARPENTERS PAINTERS 
FOREMAN FOREMAN FOREMAN FOREMAN FOREMAN 
Tet 





2 





How te Evelvete ¢ 
| i @ 
[ : entrituge efrigereting Mechines #y Clert 1. Shields . - 
~ Modern Weshroem; Ld 4 
a Sy Gorden Mec eximam Service with Mi - fee 
P ety Minimem Meiatenonce eee 
pa fe Meintein Meters end Goneret “4 : 
ethan - ors. BY C. 6. Gren F 
| : pei a nn ight Velve end lastell i¢ = 
i Pm es of Peintiog Steel Weter Tons = 
mdiane Seeman * By Jobe MP, 7 
: nt stra ee eet. By Relph w Emmerson ae f 
LA ; trial Plants. @, " . , : 
c ¢ of = 
j * W. More wtenenc Public Address Systems in Indus. [ 
ustry f 





ANT 


er- 


Technical Publishing Company 


PLANT .ENGINEERING 
. 


hat 


Nev York «+ Philadelphia - 


IND ‘STRIAL MARKETING, January, 1948 


Cleveland ~- 





Los Angeles 




















Note by the titles on this 
table of contents the concen- 
tration of plant engineering 
interests. Brush through 
the live, practical, down-to- 
earth material itself in 
your copy of this first issue 
to get the " feel” of a paper 
that's doing a job that’s 
never been done before. 

(If you don’t have a copy of 


this first issue, we'll be 





i| glad to send you one.) 
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53 West Jackson Blvd. 
Chicago 4, Ill. 





San Francisco * Seattle 
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Ingenuity for Meetings 


products The business end of ex 


r 

plaining the recorder to the sales force 
any 

was accomplished by using a machine 


This 


demonst! ition to large 


1 
plastic cover. 


' 
specia 


with 1 | 


makes for is) 
groups, and at the same time the ma 
exhibition for 


cring may iM ett ol 


eXamination W ithout damage 


A Forecast 


to delicate parts. Detailed operation 
of the instrument was shown by film 


slide ‘. 
Introducing Promotional Material 


Vaudeville monologists know that 
some unusual mechanical contrivance 
on the stage is a sure-fire means of 
holding audience attention. For pres- 
entation to the general sales meeting, 
samples of advertisements and _ sales 


promotion pieces were placed on a 





“strip chart” that wound from one 


} 


drum to the other. This is a simple, 


inexpensive contrivance which made it 
much easier for the narrator to make 


his talk. 


passed out to all delegates. 


The sales material was late 


We make no pretensions that this 
was an “ideal” small-company sales 
meeting. But this we do know 
held attention; it sold the product 
ind it was all done within the limit 


of a very small budget. 


Business Papers in the Year 2004 A.D. 


By ANDREW J. HAIRE 


[Editor’s Note: In a recent ceremony 
marking the construction of a new ad- 
dition to the Advertising Club of New 
York, business leaders inserted a fore- 
cast of things to come in the building’s 
cornerstone. Andrew J. Haire, presi- 
dent of Haire Publishing Company, 
and president of the Associated Busi- 
ness Papers, made the following pre- 
dictions for the business paper field 50 
years hence. | 


| pee ilmost 40 years I have been in 


the business of publishing business 
papers, and have watched their growth 
and development over these years. Five 
out of the ten business papers now 
being published by our company are 
more than 50 vears old. 

As that famous American patriot 
Patrick Henry said back in 1775: “I 
know of no way of judging the future 
but by the past.” We have in our 
these 


files a copy of every issue of 


papers, and we har e compared the 


earliest issues with today’s. Judging 


the future of the business paper of 
2004 by our study of the past, we be 
lieve that there will be no really start 
ling changes in the business paper ot 
tomorrow We believe that new de 
velopments in publishing techniques 
in the next 50 years will not be as 
striking as those that have been dk 
eloped during the past 50 years. This 
thought ipplies only to business 
papers 
Judging by the present day devel 
opment in printing presses and print 
ing processes, it is easy to see that high 
speed presses, 


printing trom photo 


graphic plates in offset and rotogra 


vure, and prodigious use of color will 
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news- 


printing ot 


revolutionize the 
papers and magazines with large print- 
ng runs. 

These advantages will not accrue to 
the business paper with its limited run 
since the cost of preparation and orig- 
inal make-ready will be too excessive. 
[he business paper of tomorrow will 
be different from today’s in that it 
will be more specialized, and much 
more highly pictorial. Editorial read- 
ing matter will yield to pictures and 
editorial text will be reduced to essen- 
tials. 

Color will be used much more efh- 
ciently, as a useful and scientific tool, 
rather than simply as a background. 


Manual 


superseded by direct photog- 


photo engraving will be 
| ir gely 
raphy on copper plates. High speed 
multi-colored printing directly from 
photographic plates will speed up pro- 
duction so that many monthlies now 
existing will be changed into weeklies. 

The development of the high speed 
uirplane will make specialized business 
papers more international in scope and 
influence and 


thus broaden their 


authority. 


And as we grow in years, we 


, , 
to grow more civilized, more cultu 


Our advertising will therefore be 
mendously improved in appeal and 

uppearance. Our editorial department: 
will be more highly selective. We wil 
use color more plentifully, but more 
scientifically. All in all, our publica 
tions will be far more artistically pro- 


duced than at the present time. 


Manufacturers and retailers will 

be facing competitive problems, de 
spite the technological and _ scientific 
advances that are undoubtedly in the 
making, and that will be highly devel 
oped during the half century to come 
They will need, more than ever, to be 
kept informed through continual ed 

cation in that world of tomorrow. The 
business paper and the constructive 
help it gives industry will thus be 
more of a factor 50 years from now, 


even than it is today. 


It seems reasonable to prophesy 
working hours will be shorter, prob 
ably 30 hours a week. And also judg- 
ing from the marvelous advance 
medical science and research, human 
lives will be longer and men will be as 
active and effective at 90 vears ot age 


as they are today at 70. Possibly this 


will make life easier, with more leisure 
for science, for research, and for 
tural development. 

We are keenly aware of the ct 
that today scientists are working rd 
to develop atomic energy. If the 

a. 


tion of their work is used for wa 
feeling is that this prophecy may 
be read. There may be no one le!t t 
read it. But if this research and ly 
are turned toward the betterm: oO 
life, the year 2004 will make a 
old world, just as it is today ly 


more so. 
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RESERVE SPACE NOW 
for March A.R.E.A.—N.R.A.A. Issue 





|Why did 


Modern Railroads Gain 243% 
in its Second Year? 


FIRST IN READERSHIP — two 


sna eee eee = = Most remarkable in- SPECIFICALLY—a@ 236-page gain in advertis- 
dustrial publication news during 
1947 was the phenomenal growth in 1947. 
of MODERN RAILROADS. 


ing volume —the largest gain in advertising 
pages and revenue of any railroad publication 


independent 


reader surveys made by important railway 
suppliers prove the exceptional readership of 


MODERN RAILROADS. 


The latest survey — 


just completed — (23°, returns with over 1,100 


replies) shows MODERN RAILROADS FIRST 
in readership among all railroad publications! 
(Complete details upon request.) 


oeeeeennnasessasees -.--.-. because The American Railway Engineering Association—the 
Engineering Division of the Association of American Railroads—will hold 
its 47th Annual Meeting at the Palmer House, Chicago, March 16-18. 
Here top railroad engineering and roadway officials will meet to discuss 
plans for new construction and maintenance programs. Coming just 
before active railroad construction work opens up, your advertising 
message exposed to these men at this particular time will prove most 
effective. Extra copies of MODERN RAILROADS will be constantly 
available to every man attending the Palmer House meetings. 


tee ew ewnnnes ~ because The National Railway Appliances Association's 33rd Annual Exhibition 
with the new and larger facilities of the International Amphitheatre, Chicago, 
March 15-18, will undoubtedly be the greatest showing of equipment and materials ever 


made available to those attending the A.R.E.A. meetings. 


Many other keenly interested 


department heads will also attend the exhibition seeking help with their immediate con- 
struction and maintenance problems. (If you are interested in Exhibit Space, contact The 
National Railway Appliances Association, 208 S. LaSalle Street, Chicago 4, Ill.) Here also, 
MODERN RAILROADS will be available at all exhibit booths and extra copies will be 
delivered to railway visitors from MODERN RAILROADS' own booth. 


“Sesseeses —-because March MODERN RAILROADS will provide the same excep- 


tionally high visibility for advertisements as available every month. No solid 
advertising sections. Every ad will be opposite live editorial content. The 
complete program of the A.R.E.A. meetings and a floor plan and list of 
N.R.A.A. exhibitors will appear attractively in March MODERN RAILROADS, 
in addition to the largest regular editorial section we have ever published. 
MODERN RAILROADS is donating full page space in both January and 
February issues to stimulate attendance at these meetings, and formal N.R.A.A. 
invitations are being addressed from MODERN RAILROADS ' regular reader 
list. MOST IMPORTANT TO ADVERTISERS—March MODERN 
RAILROADS, in addition to blanketing these important meetings, will carry 
full information to all other top railroad men unable to attend. 


“| MODERN RAILROADS 


326 West Madison Street Chicago 6, Ill. 


Offices 


in New York * Cleveland . Los Angeles 
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Closing Date 


February 15th 











Picturing Railroad 
Progress for 20,000 
Key Railroad Men 
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Keith J. Evans to Focus 
on Ryerson Steel Duties 


Keith J 
larged marketing 
Joseph T. Ryerson & Son, 
a shift in duties effective Jan. 1 


For the last 12 years Mr Evans has 


Evans will concentrate on en 
responsibilities with 


Chicago, under 


divided time between the positions ot 


manager, advertising division, Inland Steel 


Company, and advertising and sales pro- 


motion manager of Ryerson, serving eac 
company on alternate days 
William E. Geidt, formerly Mr. Evans’ 
issistant will serve as mar ager, advertis 
ing divisior f Inland Steel 
The re aligns ment Wa made it tne 
guest i Db Graft president ot the 
Ryer mpany, Inland’s steel ware 
nousing ubsidiary, tk enable Mr Evar 
entrats 1 arket rese irch, sales 
inaly ale r t and advertising 
phases of Ryerson’s extensive expansion 
nroegratr 
| 
Mr Evans, veteralr of a Quarter cen 
‘ } R ’ - 
tury ervice with Kyerson, first presi 


dent of NIAA, and contributing editor 


for INDUSTRIAL MARKETING, will continue 
, 


erve Inland in a consulting capacity 


CCNY Inaugurates Course 
in Advertising Production 


and Civic Ad 
ot New 


idded a practical course in ad 


The School of Business 
ministration of the City College 
York has 
vanced production to its 


Taught by David G 


curriculun 


Hymes, irt and 


production counselor for publications and 
j ticing he ~d | -ach ] 
agve»rtising the course givides eacn ciass 
int« hive-mar groups Each group Is 
issigt ed an advertisement which appeared 
im a Magazine newspaper, und = the 
stu lents ire required to make a con 
plete analysis of it To do this, they 


publishers, engravers, adverti 
rs, production men and others 
The students then prepare reports list 


ng their recommendations for Improving 


the ad or lessening its cost They are 
graded on these reports which are dis 
cussed in class 

Ir iddition to inalyzing ads that have 
already beer published. students are pre 
actual problems by the 


ness Manager ofhce ot the ce eve 


Controlled Circulation Audit 
Elects New Officers, Directors 

AK. West, Climax Molybdenum Com 
elected president of the Con 
Audit at the associa 


pany, was 
trolled Cuirculatior 
tion's recent 16th annual meeting in New 
York. Other ofhcers elected include E. A 
Elliott, Campbell-Ewald Company, vice 
president; E. F. Sitterley, World's Busi 
ness & Guia, secretary, and Howard H 
Sharman, Rickard & Co., 

Directors elected to CCA's advertising 
Richard S. Hayes, Oko 
nite Company; T. S. Lindley, Interna 
tional Nickel Company, and D. W. Cout 
lee, Merck & Co. Norman Tveter, Erwin, 
director of 


treasurer 


group include 


Wasev & Co., was elected as 
the agency group 


Directors elected to the publis rer group 
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October, 1947. 


ber, 1947. 
R129. Selling Industrial Products . . . 
Bursk, September, 1947. 


Venezian, August, 1947. 


April, 1947. 


R. Venezian, January, 1947. 


ber, 1946. 
October, 1946. 


Johnson, October, 1946. 
1946. 
1946. 


R111. 
1946. 


August, 1946. 





Send for Reprints of Industrial Marketing Articles 


A limited supply of the following reprints of articles appearing 
in past issues of Industrial Marketing can be obtained for 5 
cents each. Write to the editor at 100 E. Ohio St., Chicago 11. 


R132. Try Motion Pictures for your Change-over Troubles, by Raphael G. Wolli, 


R131. When You’re the Host, by Robert L. Fegley, October, 1947. 
R130. Fifteen Sales Training Tools for Small Business, by Harry Simmons, Octo- 


with the Accent on “Selling,” by Edward C. 


R126. The Honeymoon Is Over for Salesmen, by Don F. Wilber, August, 1947. 
R125. §How to Determine the Markets and Buyers for Industrial Products, by A. R. 


R124. How Advertising Can Reduce Unit Sales Costs, by Charles S. Wilkinson, 


R123. Pricing Industrial Goods for Sales and Profits, by Joel Dean, April, 1947. 
R122. $1946 Space Placed by Advertising Agencies in Business Papers, April, 194”. 
R121. The Orchestration of Type, by A. Raymond Hopper, March, 1947. 

R120. +250 Leading Advertisers in Business Publications, February, 1947. 

R119. Business Paper Advertising Volume Reaches $178 Million in 1946, by A. 


R118. How To Turn a Plant Dedication Into a Trade and Community Event, by 
Byron F. Stevens, January, 1947. 
R117. Advertising to the Building Industry—The Copy Chasers Column, Decem- 


R116. Design For Selling, by Thomas G. W. Nevell, December, 1946. 
R115. “Pennsy” Cements Traffic Regulations by Publicizing Industries It Serves, 


R114. Sylvania Electric Shows How Market Research Pays Its Way (NIAA Con- 
ference Speech), by Paul S. Ellison, Frank W. Mansfield, and H. C. L. 


R113. Working Formula for Technical Manuals, by George Cushing, September, 
R112. How to Cut Servicing Costs on Inquiries, by W. Irvin Brennan, September, 
Industrial Advertisers Seek Ways to Offset Rising Expenses, September, 


R110. Bloody Footprints in the Snow (NIAA Conference Speech), by John E. 
Wiley & Chapin Hoskins, August, 1946. 
R109. How Local Market Analysis Helps Distributor Sales, by G. H. Kent, 


R107. Advertising Space in Business Papers During 

R105. The Agency-Client Relationship (NIAA Conference Speech), by C. E. 
Gischel and Cuyler Stevens, July, 1946. 

R104. An Engineer Analyzes Industrial Advertising, by Harvey Pardee, and White 
Shirts or Overalls, by Harry L. Harrison, June, 1946. 

R102. New Uses for Industrial Displays, by Robert Quaid, December, 1945. 


§This reprint contains 16 pages and can be obtained for 25 cents. 
tThis reprint contains five pages and can be obtained for 10 cents. 
SThis reprint contains five pages and can be obtained for 15 cents. 
+This reprint contains nine pages and can be obtained for 25 cents. 


1945-44, August, 1946. 








are Harry Ambrose, Topics Publishing 
Company: A. F. Voss, American Paint 
Journal Company, and Jay Jenkins, Jen 
kins Publications 

John E. Wiley, Fuller & Smith & Ross, 
principal address at the CCA 
meeting He spoke on “How to Forestall 
Cancellations in Business Paper Adver 


gave the 


tising.” 


Avco's Crosley Division 
Makes Three Appointments 

Crosley Division of Avco Mfg. Corpo- 
ration, Cincinnati, has appointed Ellis L 
Redden as manager of sales promotion 
and training, Joseph A Schulte as ad- 
vertising production supervisor, and Paul 
A. Ryan as director of public relations 
and publicity 

Mr. Redden formerly served as man- 
ager of sales promotion and training of 
the Norge Division of Borg-Warner Cor- 
poration. Mr. Schulte was formerly pro 
duction manager of Associated Advertis 
ing Agency, and Mr. Ryan has been as- 


sistant to Crosley’s director of advertising 
and public relations for the past three 
years 


Scribner to Direct Promotion 
for 1948 Road Builders’ Show 

Harvey A. Scribner, president of Rus 
sell T. Gray, Inc., Chicago, has been 
appointed chairman of the 1948 Road 
Show Promotion Committee by the Amer 
ican Road Builders’ Association 

The exposition will be held July !6-24 
at Chicago's Soldiers’ Field wher: aC 
building and 
manufacturers will exhibit equipn 


construction machinet 


t 


Atlas Cement Promotes Sullivar 
Joseph A. Sullivan, assistant p 
manager of Universal Atlas Cement 
pany, subsidiary of U. S. Steel C 
tion, has been promoted to man 
Atlas’ advertising bureau He 
been appointed director of public rel 
tions, succeeding Max A. Berns ‘ 
cently died 
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les 
ol 
ct 
J, 
: d t sell th 
.ee GN you can se e 
oe e 
a Textile Market successfully 
. less you know where it is located 
A, 
, by 
AMERICAN Textite Acriviry falls into three 
em- . : . . *e 
geographic sections the South, New England Geographic Breakdown of Textile Activity 
and “All Other States.” Comparative activity and THE SOUTH 
ves . : 
mill purchases of the three sections are shown on nome Tt 
- the chart. There's your textile market. = — 
Also geographically charted is ‘Texri_e INpus 
ber, rRieS circulation. Observe the effectiveness with 
ber, which it parallels both activity and purchases 
=| Important to advertisers is the fact that 87% of 
| this circulation goes to men with actual produc 
| E. tion and mill management responsibilities. It is 
ent, | the largest mill circulation in the U. S. of ain 
146. rextil¢ public ition | 
E. Here is advertising’s pattern for producing mani 
hit | mum results in America’s second largest industrial 
| market. Your sales message in TEXTILE INDUSTRIES 
goes where the sales are being made, directly t 
the men who influence the buying 
| cu) 
ti | d tri 
GRANT BUILDING, ATLANTA 3, GEORGIA 
Ru 
v The Production and 
“ Management Journal of 
6-24 the Textile Industries 










. W.R.C. 
| SMITH SOUTHERN BUILDING SUPPLIES e SOUTHERN HARDWARE e ELECTRICAL SOUTH 


PUBLICATIONS There is a TEXTILE INDUSTRIES representative near you: 










Arthur C. St 11 Monroe Rd., Wellesley H Ma Wellesley 3648 

Wm. K. Hoffman, 26 Bowdoin St., Maplewood, N. J. (South Orange 2-2484 

L. E. Allen, 1101 Security Bidg., 189 W. Madison St., Chicago (Graceland 6266 
A. E C. Smith, 206 Auditorium Bidg., Cleveland, Ohio (Cherry 7452) 

J. D. Parsons, 63 Barker St., Buffalo, N. Y. (Garfield” 5532) 

W. A. McGee, Box 562, Charlotte N.C 3-4932) 

L. B. Chappell, Auditorium Bidg., 427 W. 5th St., Los Angeles (Michigan 9849) 
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| CONTINUED FROM PaGE 49] 


Annual Calendar Review 


tones of the original oils, Edwards & 
Deutsch, Chicago, used nine to twelve 
press runs. 
Carborundum Niagara 
Falls, pictures the Falls on its calen- 
dar. Taking the view from the bell 
tower on the Canadian side furthers 
the “‘good neighbor” policy. Baker- 
Jones-Hausauer, New York, has pro- 
duced all 19 Carborundum calendars. 


Pages Tucked Up 

Wolverine calendars won’t be torn 
up. The pages can be tucked up un- 
derneath the flap at the top. The Wol- 


verine Tube Div., Detroit, trademark 


Company, 


and tubing form a modern design for 





HARRIS 


Schneiderieth & Sons, Bal- 


timore, made the tuck-up calendar. 


each page. 


Monarch Fuse Company, James- 
town, N. Y., features its trademark. 
The second last page, longer than the 
calendar pad, is marked, “Price list of 
Monarch fuses on this sheet."” On the 
bottom of the last page the product 
is pictured. Baker-Jones-Hausauer, 
Buffalo, printed the calendar. 

United Air Lines’ calendar begins 
with December, 1947. On each page 
is a Kodachrome of a vacation spot 
that can be reached by UAL’s coast to 
coast service. San Juan Capistrano 
Mission in Southern California beck 
ons invitingly from the top page. E. F. 
Schmidt Company, Milwaukee, litho- 
graphed the calendar. 

Since 1933 Great Northern’s calen- 
car has featured Blackfeet Indian por- 
traits by Winold Reiss. Brown & Bige- 
low, St. Paul, printed the calendar, 
which advertises the Empire Builder 
and Glacier National Park, Montana. 
The railroad distributes 110,000 In- 
dian calendars annually They were 
so popular with soldiers in foreign 


service during the war that still Great 
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Northern receives hundreds of re- 
quests each year from overseas. 

Baltimore & Ohio Railroad centers 
a monthly calendar pad on a single- 
sheet calendar. “The 11,000 miles of 
track serving the heart of industrial 
America” are mapped above a mallet 
type freight locomotive and a diesel 
passenger engine. Under the white 
pad is a 1949 calendar. 

Theme of Sanderson Porter’s calen- 
dar is important engineering contri- 
butions to modern civilization. Seth 
Hoffman has made charcoal drawings 
of a steam power station, an oil re- 
firery, a steel mill, etc. for the New 
York engineering and _ construction 
company. A blue ribbon ties the 12 
pages together, and art corners are 
used to keep the pages from curling 
up. Brown & Bigelow, St. Paul, pro- 
duced the calendar. 


Decimal Tables Useful 


Hyatt 
Motors Corp., kept the “you” angle in 


Bearings Division, General 


mind. Designed primarily for engineers 
and draftsmen, the calendar features a 
decimal equivalent table in the middle 
with the months on the sides. The 
feature has proved so popular that it 
has become a year-to-year tradition. 


Ninety-five hundred “backward” 
calendars were distributed by the Mar- 
ley Company, Kansas City, Kan. All 
the pages except the bottom one for 
December, 1947, are tucked under- 
neath a flap at the top. Each month 
users drop down another page. Fit- 
tingly the illustration above the bot- 
tom page is the Marley Company’s back 
door. Roy W. Maze, director of public 
relations and advertising, who had the 
original idea, took many of the prod- 
uct-in-use photographs. Marvin Nye 





of Associated Artists did the layout 
work. Rigby Printing Company pro- 
duced the calendar. 

For eight years artist T. M. Cleland 
has made a water color drawing for 
Harris-Seybold Company, Cleveland. 
“Homecoming” has as its setting the 
same imaginary 18th century French 
town used for the last two years. The 
single sheet of this large wall calendar 
begins with July 1947 and ends with 
June 1948. The calendar was litho- 
graphed in four colors by Rogers-Kel- 
logg-Stillson Company, New York. 
Pocket Calendar 

Marlin-Rockwell Corp., Jamestown, 
looks into the future with a 1948- 
1949 calendar. Blue background bor- 
ders the 9'2 by 14 inch wall calendar. 
Five by seven inch versions of the same 
calendar can be used four ways—hung 








on the wall, slipped under glass desk 
tops, stood up by bending the dotted 
line down the center, or folded in half 
for pocket calendars. Wall calendars 
28 by 34 inches and letter-size calen- 
dzrs round out the selection. Charles 
W. Rauch, advertising manager, re- 
ports that 6500 customers get M-R-C 
calendars and that 30% answer the in- 
Guiry asking how many they want 

When a printers’ strike delayed the 
1948 Euclid Food Machinery Com- 
pany calendar, the Cleveland manu- 
facturer sent out a booklet, “The 
‘heels Have Stopped.” It shows four 
printers playing poker on the floor in 
front of a shut-down press, and inside 
several short paragraphs explain the 
situation. The third page suggests ‘hat 
customers reserve a place on their wal 
for the 1948 Euclid calendar coming 
soon. A. W. Lehman, advertising »4n- 
ager, heightens interest in the c° ¢n- 
dar by promising that it contain “4 
rather unusual merchandising id) ™ 
connection with the American ‘oad 
Builder’s Association Conventic ' 
Chicago next July.” 
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By circulation audit, PRODUCTION Engineering & 
Management is read and used by more key plant production 
men than any of the four leading metal-working magazines. 
Key production men are the men who are responsible for out- 
put, costs and quality in their plants ... they are the ones who 
buy and specify equipment, materials and processes. 


In PRODUCTION your advertising message reaches more 
of these key production men, the heart of your market, per 
advertising dollar. 
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Old-Fashioned Hard Selling Is Still 
Industrial Advertising’s Main Job 


Last month this page did some “hard selling.” 


The theme was this . . . that industrial adver- 
tising men have a real opportunity for important 
and satisfying creative work in using their pro- 
fessional skills to improve employe and commu- 
nity relations and to foster better understanding 
of our economic system. 


Selling the intangibles of “the American way” 
should offer great spiritual rewards to creative 
men who tire of relatively humdrum assign- 
ments selling machinery, materials and services. 

But, in our enthusiasm for institutional and 
public relations advertising, we should never 
overlook the fundamental economic, social and 
political importance of pure selling. 

Although all of us hoped that a new era of 
peace would follow the war, it is becoming more 
apparent every day that we are still engaged in 
the greatest conflict of all time. 


In effect, the American revolution did not end 
with the war of 1776. It only came into the open. 


This country is still engaged in a revolution... 
a revolution to give individual freedom and free- 
dom from want to the greatest possible number 
of people. 

Despite all of the depressions and other eco- 
nomic dislocations, the American political and 
economic revolution has given more material 
wealth and more freedom from want to the 
people of the United States than any other people 
has enjoyed in any land, in any period of history. 

The last 100 
dynamic, “new” systems... 
. communism! 


has brought several 


socialism, fascism, 


years 


nazism, and. . 
Each has been advertised as a “revolution,” 
offering political, religious and economic “free- 
dom” to “the masses.” 
Each is based on dictatorship by one individual 
or small clique in the name of “the state” or “the 


masses.” 
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Actually these so-called “new” systems are not 
revolutions. They are counter-revolutions, old- 
world oppression and slavery in new clothes, 
They are destined to fail because they rely on 
force instead of incentive to inspire each individ- 
ual worker to produce. 


No amount of skillful propaganda can con- 
ceal the basic fact that an individual will produce 
more if he can keep and enjoy the fruits of his 


labor. 


So long as the American “opportunity” revo- 
lution continues to provide more individual free- 
dom and more material wealth than any counter- 
revolution, it will continue to succeed. And, so 
long as the “American” way succeeds, it will con- 
tinue to be the ultimate enemy and target of 
every old-world system. 

This country’s main job is to continue to 
demonstrate to the rest of the world that the 
American system works, that it offers more to 
the individual than any other system. 

This is where our hard-selling comes in. 

Efficient production and efficient distribution 
are the keys to economic success in this country. 

Every industrial sale of new plant and equip- 
ment, or new methods, helps increase America’s 
capacity to produce. 

Every improvement in distribution efficiency 
increases the real wealth of each individual 
worker. 

If we keep America strong we will be less 
susceptible to alien military or idealogical in- 
vasion. 

And that part of the world still outside of 
“the iron curtain” will be less susceptible to the 
sales talks and the threats of such counter- 
revolutionary systems as communism. 


/ 


KD Brust 
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f Note the wide variety of mate- 
rials and components that went 
into the making of this Electro 
Cigarette Vending Machine... 


ALUMINUM 
BEARINGS & BUSHINGS 
BIMETALS 


BRASS & PHOSPHOR BRONZE 


CAMS 

CERAMICS 
CIRCUIT BREAKERS 
COILS 
COMMUTATORS 
CONDENSERS 
CONNECTORS 
CONTACTS 
COPPER 
COUNTERS 
DECALCOMANIAS 
DIALS 

DIE CASTINGS 


FASTENINGS (NUTS, RIVETS, 
SCREWS. WASHERS) 


FIBRE 

FUSES 

GASKETS 

GEARS & PINIONS 
GLASS 

GROMMETS 
INSULATORS 
LACQUERS & VARNISH 
LAMPS & SOCKETS 
LUGS & TERMINALS 
MAGNET WIRE 

MOTOR 

NICKEL 

PERMANENT MAGNETS 
PLASTICS 

PLUGS 

PUSH BUTTONS 
RELAYS 

RESISTORS 

RETAINING RINGS 
RUBBER & SYNTHETICS 
SCREW MACHINE PRODUCTS 
SOLENOIDS 

SPEED REDUCERS 
SPRINGS 

STAINLESS STEEL 
STAMPINGS 


STEEL (BARS, SHEETS, STRIPS) 


SWITCHES 

TERMINAL BLOCKS 

TUBING (FLEXIBLE & RIGID) 
WIRE, CORDS & CABLE 
WIRE HARNESS 
ZINC 







AN AWARD WINNER INTHE NINTH ANNUAL 
ELECTRICAL MANUFACTURING PRODUCT DESIGN CONTEST 

















































Push Buttons are indicators of 
product designers’ interests... 


Drop in the coins. Push a button. Electricity does the rest in 
this modern cigarette vending machine developed by C-Eight 
Laboratories. 

Simple for the customer! But it took a lot of engineering 
“savvy” to work out the multiple functions performed by this 
robot vendor...coin detecting and counting, price presetting, 
pack ejection, coin return, etc. 

As in all automatic machines, design planning centered here 
on the integration of electrical elements and their related me- 
chanical systems. The more automatic the machine, the greater 
the designers’ interests in these basic product-making factors. 

ELECTRICAL MANUFACTURING focuses squarely on the spe- 
cial interests and problems of the makers of all electrically 
operated machines, appliances and equipment. By constantly 
stressing the theme, “Make it more automatic,” ELECTRICAL 
MANUFACTURING points the way to better product develop- 
ments for its readers...new and broader applications for your 
materials, metals, parts, equipment or finishes. 


















TH! GAGE PUBLISHING COMPANY ~» Publishers to Industry Since 1892 + 1250 Sixth Avenue, New York 20, N. Y. 
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Doing Business with Russia 


Sey eta ibibo shina 


Controversy in Congress and the press clouds facts on 


tool and equipment exports to USSR. 


Industry, aware 


of State policy, trades tools for vital raw materials 


By STANLEY E. COHEN 
and DAN DICKOW 


investigations 


_ipete peennagunnneen 
and press association “exposures” 
have focused public attention on capi- 
tal goods exports Russia in recent 
months. 

Rep. Karl Mundt (R.-S.D.) has 
summoned Department of Commerce 
ofhcials before the House foreign com- 
merce committee and demanded a re 
port to Congress on all American ex- 
ports to foreign countries. 

O'Neill, 


American Legion, has 


James F. national com- 
mander of the 
argued in the press that industrial 
exports are “arming Communism.” 
A recent United Press story said 
that “many of our largest capitalistic 
companies are spending some of their 
heavy in- 


dollars to sell the latest in 


dustrial equipment to the Russians.” 
What are the facts? 
). S. Exports Decrease Sharply 


The Office of International Trade in 
a November, 1947 


breakdown of American ex 


bulletin gives the 
following 
ports to Russia during 1947 

$47.4 million 


-$43.5 million 


January-March— 
April-June 


July-September—$ 22.8 
The total, $113.7 


million 
million, represents 
1.1°% of our total domestic exports. 

During the same period, imports 
from Russia were as follows: 


January-March—$11.3 million 


April-June—$21.2 million 
July-September—$26.5 million 
The total, $59 million, is 1.47 of our 


total imports. 
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SOVIET BUSINESS PAPER—American Engi- 
neering & Industry, Russian technical 
journal, has been published for 34 years 
and is circulated among 5,100 engineers and 
management men inside USSR. October, 
1947, issue (shown above) contained 44 
American advertisers, who were surveyed 
by IM on their trade policy with Russia. 
Typical editorial content of magazine— 
“Mechanical Cleaning and Cementing of 
Pipe-Lines,” “Special Problems of Color 
Television,” “Production of Gypsum Tiles in 
the U.S.A.,"" "Methods and Equipment Used 
in U.S.A. for Balancing Rotating Parts.” 


It can be seen that American ex- 
ports have dropped sharply (due to 


UNRRA and Lend- 


Lease shipments) while imports from 


curtailment of 


Russia have risen, so that in the third 
quarter we actually received $4 mil- 
lions more in goods than we shipped. 
This trend of receiving more than we 
are sending is expected to continue 
through the final quarter of 1947 and 
into 1948. 


But what Aind of goods are being 


tiaded? That is the heart of the con- 


troversy. 
Heavy Machinery 70% 


Machinery and 


of Exports 
vehicles (machine 
tools, electrical, mining, and construc- 
make up 70% of 
this nine- 


tion equipment) 
United States exports during 
month period. However, as the De- 
partment of Commerce states, “it was 
primarily in the heavy machinery and 
equipment group that most of the 
manufacturing to Russian specifica- 
tions under the Lend-Lease program 
was still under way at the time of ces- 
sation of hostilities. Hence in order 
to enable American manufacturers to 
complete their Russian orders without 
suffering serious losses, an agreement 
was signed Oct. 15, 1945, granting 
the Russians a $250 million credit cov- 
ering the estimated volume of goods 
still in inventory or procurement at 
that time.” In other words, early 1947 
saw American manufacturers “empty- 
ing the pipeline” of Lend-Lease indus- 
trial equipment authorized during the 
war and re-authorized by a subsequent 
agreement two weeks after V-J Day, 
Vishinsky and com- 


pany had not yet bared their te 


W hen Molotov . 


This was a policy decision executed 
government level, and was not the 
sult of private contracts entered 
by American industry. 

Our second major export dur 
1947 was $15 million worth of me 
and manufactures (wire, bars 
rods, structural shapes, etc.). Et 
1948, the Departmen 
Commerce has placed these items 
der export controls. “This action, 
Commerce states, “will bring wu: 

(Continued on Page 70) 
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Tariff Cuts, 


Trade Concessions 


Mean Bigger Sales Abroad 


\ \ YORK. N. ,¢ Dollars LO 
farther in purchasing American coal 
ucts abroad and wider markets are 
created as a result of tariff reductions 
ind other concessions just announced. 
[his is the important meaning for 
American manufacturers of the low- 
te tariff walls set in the Geneva 

rade Agreements on automotive 
products, industrial machinery and 
many other products exported to lor- 


en countries. 


These American products that are 
essential to the 
and development of many 
products which en- 


economic recovery 
foreign 
countries are the 
able foreign countries to produce 
more for themselves. These are the 
American products for which foreign 
countries are spending their scarce 
dollars today. 


lhe American manuacturers who 
are selling their products overseas to- 


day are farsighted businessmen. They 
are establishing a reputation for theit 
products that will help them increase 
their sales overseas in the tough. 
competitive selling days ahead. 


To sell these 
tbroad most American manufacturers 
look for an accepted and authoritative 
medium to carry their sales messages 
to prospec tive buvers. They look for a 


essential products 


medium which is read by the most 
important buyers and importers over- 


seas. 


For automotive products they have 
found that the best medium is: THE 
AMERICAN AUTOMOBILE (Over- 
seas Edition) and EL AUTOMOVIL 
AMERICANO. 


To sell industrial and construction 
machinery in Latin America. they tell 
their Export Sales Story in INGEN. 





CARGO FOR EXPROT—One 
day about two weeks ago, sev- 
era’ boat loads of American 
products consigned to over- 
seas buyers were piled up for aad 
two blocks along the East 
Riv in New Yorw City. 
These are some of the essen- 
tia) products which overseas 
buyers need in increased 
Que stities. Look at the fol- 
wing list: 


1) Two Plymouths, two Dodges, two Lincolns (1947 models). 
blanca. 3) Two Chryslers—Toulouse. 
6) Fifteen cases mining machinery—Marseilles. 7) Seven 


—Toulouse. 


9) One dozen boxes machine equipment—Algiers. 
12) Ten Buicks—Casablanca. 


; P 
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13) Ten crates industrial machinery—Lisbon. 


IERIA INTERNACIONAL INDUS. 
TRIA and INGENIERIA INTER.- 
NACIONAL CONSTRUCCION. 


In the pharmaceutical and health 
field. they sell their products in 
PHARMACY INTERNATIONAL and 
EL FARMACEUTICO. 


To reach top executives overseas in 
business, science. engineering and in- 
dustry, American manufacturers use 


the MeGRAW-HILL DIGEST. 


These are business magazines pub- 
lished by McGraw-Hill International 
Corporation. 


The main office is at 330 West 42nd 
Street in the big green building just 
west of Times Square. This is the 
Headquarters for World-wide Busi- 
ness and Industrial Information. 





Destination: Casablanca. 2) Six crates farm machinery—Casa- 
4) Seven boxes of auto parts—Tunis, North Africa. 5) Cast iron piping and fittings 
tractors—Algiers. 8) One bulldozer—Algiers. 
10) One industrial mining drilll—Rabat. 11) Six industrial motors—Algiers. 
14) Six crates tractor machinery—Tunis. 15) Two 


crates machinery—Lisbon. 16) Iron foundations and pipings—Various destinations. 17) About 9 Fargo trucks—Leixos. 18) More 
than 500 drums of machine oil—Leixos and Lisbon. 


e 


(ADVERTISEMENT ) 
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CIRCULATION 


Yes, The Oil and Gas Journal is the LARGEST oil 
publication in the world — we have 6,938 more paid 
subscribers than the next largest. 
But this is only half the story. Counting noses is one 
thing — counting the right kind of noses is what puts 
sales in our advertisers’ order books. 
When you advertise in The Journal your message 
reaches not only the MOST readers, but the PICKED 
men who buy or influence the purchase of 
equipment. We have exercised constant 
care in selecting the maximum number of 
the men YOU are advertising to. 
The most careful balance is maintained in 
the occupational division of Journal sub- 
scribers, according to what we know is the 
relative buying importance of each occupa- 
tional group. Because of The 
Journal’s LARGEST, and MOST 
SELECTIVE readership, advertis- 
ing in The Oil and Gas Journal 
brings you the greatest return 
‘for your advertising dollar. 


















Of The Oil and Gas Journal's 23,004 paid subscribers, 19,060 


are classified occupationally by the Audit Bureau of Circula- 
tions, in the statement of June 30, 1947, divided as follows: 





ENGINEERS 


* il 
paid 





one 


puts SUPERINTENDENTS 


Sage 
KED 
e of 
tant 
r of 





MANAGERS 


d in 
sub- 
the 
Upa- 
The 
OST 
he FOREMEN 
rnal 

turn 


CONTRACTORS 


OTHER OPERATING MEN 


(Including company subscriptions, 
geologists, chemists, independent 
operators, purchasing agents, etc.) 


Publication Office: Tulsa 1, Okla. 
Offices: New York, Pittsburgh, Chicago, Los 
Angeles, Houston, England, Canada 
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Export Marketing 


control over 95% of the exports of 
steel mill products to all destinations 
except Canada.” In short, the Russians 
won't be getting any, except as Wash 


ington sees fit. 


Russians Send Vital Raw Materials 
What are we getting in return for 
our heavy industrial equipment? Un 
der Secretary of Commerce William 
C. Foster outlined the official govern 
ment position in his testimony before 
the Mundt Committee. “In doing busi- 
ness with the Soviet Union,” said Mr. 
Foster, ““we have benefited by import- 
ing certain raw materials from the 
USSR that are important to our econ 
omy. So far this year we have re 
ceived from the Soviets $6.2 millions 
worth of chrome ore, $5.5 millions 
worth of manganese ore, $2.9 millions 
worth of platinum, and $1.3 millions 
worth of cotton linters. A third of the 
manganese ore, half of the chrome ore. 
and over half of the platinum im 
ported into the United States this year 
came from the Soviet Union. It would 
be especially difficult to find ready 
sources to replace the chrome and 


manganese, which are alloying ele 
ments of Rreat importance to our steel 
Thus trade with the USSR 


seems to be to our mutual advantage. 


industry. 


This thought was reinforced by 
President Truman who on Nov. 21 
said that he saw no reason to stop 
heavy-machinery exports to the Soviet 
Union. Hanson Baldwin, writing in 
the New York Times (Dec. 11, 1947) 
analyzed the reciprocal trade aspect 
further. 

Indeed, the major part of the United 


States sur of manganese other 


than some from American-owned Cu 
coming from 


Brazil contains large but un 


ban mines—has been 
Russia 
developed deposits, and the normal 
ources in India and South Africa have 
not been available since the war, be- 
ause of political unrest and the rail 
road transportation problems in _ those 


United 


Union 


otal shutting off of 
States exports to the Soviet 
a natural reciprocal a 
tion on the part of Russia 
curtailment of Russian raw 
exports to this country. And the 
United States needs raw materials more 


than Russia needs finished goods 


might result ir 
the end or 
material 


In the opinion of government officials, 
it would seem that our present trade 
relations with Russia are guided by our 
own best advantage, both in dollar 
volume and types of goods exchanged. 
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HIS OFFICE "FLIES"—Robert T. Sheen, president of Milton Roy Company, Philadelphia manu- 
facturer, poses beside his Republic Seabee christened “The Flying Step Valve.” Mr. Sheen 
uses the plane to transact business on sales tours throughout the country. Before going on a 
trip, he leaves an itinerary with his secretary who mails him correspondence requiring his 
attention. While in flight, Mr. Sheen dictates answers to letters and instructions to his 


secretary on a Sound-Scriber installed in the plane. 


Arriving at his next destination, 


he inserts the recorded discs into a mailing package and sends them to the home office. 





Export Controls May Be Used 


This situation, of course, can change 
overnight. Under the recently renewed 
Export Control Act the government 
is empowered “to make available to 
countries in need, consistent with the 
foreign policy of the United States, 
those commodities whose unrestricted 
export to all destinations would not 
be appropriate.” 

Secretary of Commerce Harriman, 
in testimony before the House Foreign 
Affairs Committee on Nov. 13, im- 
plied that these controls may be exer- 
cised in conjunction with the Mar- 
shall Plan. 


riman, “that we should conserve our 


“I believe,” said Mr. Har- 


resources and available equipment to 
go into those countries which we be- 
lieve need the equipment.” And at the 
same session, “. . . In connection with 
the recovery program of Europe, we 
should direct any further expansion 
and control to see that it goes direct to 
the countries which we want to help 
from the emergency that is now being 
faced.” 

In short, our present trade with 
Russia is being carried on because in 
the opinion of government officials it 
is to our best advantage. The govern- 
ment is empowered under present leg- 
islation to re-interpret “our advant- 
age” at any time, and to control ship 
ments of any and all American goods 
—including heavy industrial equip- 
“consistent with 
the foreign United 
States.” The government may exercise 


ment——-in a manner 


policy of the 


this power at a future time in order to 
implement the Marshall Plan. 


Present Policy on USSR Trade 


The present status of industrial 


shipments to Russia is summarized by 


Under Secretary of Commerce Foster: 

‘In general, we have followed a pol- 
icy of of non-discriminatory trading 
in which the USSR has taken its place 
along with the other countries of the 
world. We have maintained controls 
over only about 25° of the goods 


exported from this country. This 
means that our business men _ have 
followed their own commercial judg- 
ment with regard to 75% of the 
goods exported without being required 
to secure specific permission from the 
Among the goods re- 


quiring no specific licenses are most 


government . 


types of heavy industrial equipment.” 


IM Survey on Private Industry Policy 

What has been the “commercial 
judgment” of American business men? 
To answer this question INDUSTRIAL 
MARKETING conducted a special sur- 
vey among past and present advertisers 
in American Engineering & Industry, 
the Russian technical journal refer 
to in the United Press story on Ame 
ican manufacturers. 

This magazine has been pub! 
continuously since 1924 by An 
Trading Corporation, New York 
Soviet authority in 
United States, and is circulated i 
Soviet Union among 5,100 Russia 
gineers and management men. A 


purchasing 


tising is placed through Inreklan 
Amtorg subsidiary, which also 
space in approximately 30 other 
sian technical journals. 

In addition to the advertisers 
tioned by name in the United 
story, a questionnaire was sent to 
the 44 American manufacturers 
ads appeared in the October, 19 
sue of American Engineering, 

(Continued on Page 72) 
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WHO READS 
YOUR ADS? 


DIRECT YOUR 


TRANSIT ADVERTISING 
AT TOP MANAGEMENT IN 


W Ho reads your ads? 


If you or one of your clients is selling te the transit 
industry. you should know two things about Mass 
Transportation, the magazine of the transit industry. 


First, our controlled circulation (kept up-to-date 
with the aid of our own annual directory of the officials 
of the operating companies in the industry) assures 
you the audience you want for your ads—company 
presidents, purchasing agents, operating managers 
not drivers, mechanics or mere names in a file marked 
“paid subscriptions.” 


Second, and even more important, our magazine 
is read from cover to cover by these officials when 
they get it. “I have read the October issue with much 
interest and have enjoyed it.” says the president of the 
Kansas City Public Service Company. “I read your 
magazine each month from cover to cover.” says the 


head of Boston’s new Metropolitan Transit Authority. 
If you have something to say to the transit industry, 
then say it in a magazine that is read—by the men you 


want to reach! 


Write for sample copy and rates 


222 West Adams Chicago 6, Illinois 


TRANSPORTATION 
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Export Marketing 


Inreklama sent to IM upon request. 
The advertisers, practically all in the 
heavy industrial equipment field, were 
asked, 


on advertising 


“What is your company’s policy 
and sales to the Soviet 
Union?” Here are some of the replies. 

A. R. Tofte, advertising manager, 
Allis-Chalmers Mfg. Company, Mil- 
waukee. 

We have been selling min 
ing equipment to Russia for more 
aa half a century, and when the 

United States recognized Russia 


during the war, we again began to 


advertise in Russian papers. As 
you know, this is a deal that Am- 
torg pushes. 

“As it happens, we came to our 


own conclusions about this matter 
eight months ago, and cancelled ou: 
contract with Amtorg for adver- 
tising in American Engineering & 
Industry. 


our ¢ ancellation is 


A photostatic copy ol 
enclosed. 

“In recent months, the sentiment 
against selling to Russia has in- 
creased many fold. We anticipated 


this by many months and acted 
upon it ’ 
E. E. Swartswelter, president, Aetna 
Standard Engineering Company, 


Youngstown, O.: 

“Our company manufactures and 
sells machinery all over the world. 
In no instance do we take on any 
foreign business without first clear- 
ing it with the State Department.” 

Warner Seely, secretary, Warner & 
Swasey, Cleveland: 

“Unable to respond because we 
have no recent or impending busi- 
ness from Russia.” 

C. E. Searle, president, Worthington 
Pump & Machinery Corporation, 
New York: 
have unfilled orders on our 
books, and will continue to accept 
orders from the Soviet Union on 
terms satistactory to us.” 
E. W. Miller, 
Fellows Gear 
Springfield, Vt.: 


“We propose marketing all our 


manager, 


Company, 


general 
Shaper 


products to Russia if profitable busi- 
ness may be obtained until United 
States government determines other- 
wise. It is not our function to 
declare war on Russia, nor do we so 
desire.” 
Ralph J. Kraut, president, Giddings 
& Lewis Machine Tool Company, 
Fond du Lac, Wis.: 
“We have had no business with 
USSR since war.” 
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SENDING GOOD MONEY AFTER GOOD 
—It is estimated that more than $16,000,000 
worth of exhibits were shown at the Sep- 
tember Machine Tool Show, the largest sales 
promotion effort in the field. Wiedemann 
Machine Company, Philadelphia, follows up 
its exhibit with full-page "reminder" ads in 
December issue of Modern Machine Shop. 





J. A. Raterman, president, Monarch 
Machine Tool Company, Sidney, O.: 
“As manufacturers, we do not be- 
lieve that press releases or Open con- 
gressional discussions disclose all of 
the factors necessary pass judg- 
ment on whether or not we should 
sell the Soviet Union. This is a 
decision for our State Department, 
which knows all the facts.” 
indicate that 
private industry is quite conscious of 
industrial 


These replies clearly 
the fact that American 
equipment is a potential tool of foreign 
policy in an ideological conflict. But 
they also show that management ex- 
ecutives know where the responsibility 
for that decision lies. 

The issue apparently is American 
machine tools vs. Soviet chrome and 
manganese. Clearly, a policy decision 
on this level is the function of gov- 
ernment and not of private citizens, 
and the government, by statement and 
by act, has decided that this trade is to 
the over-all advantage of American 
interests. The judg- 


ment” of private industry, now as in 


“commercial 


the past, is cooperation with whatever 
decision is in the best interests of the 


country. 


Maclean-Hunter to Publish 

‘Canadian Trade Abroad’ 
Maclean-Hunter Publishing Company, 

Ltd., Toronto, announces a new export 

publication, Canadian Trade Abroad, to 

be issued this month. C. J. Daniels 

will be editor and J. L. Craig manager 
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Catalogs as Sales Tool 


minimum. For catalog planning and 
preparation are time-consuming, ind 
in most instances, back-breaking and 
mind-wracking work. It is so much 
easier to delegate the job to a “junior. 
It will keep him busy and out of the 
way. 

Some advertising managers, anc in 
some cases agencies, seemingly fight 
shy and clear of preparing and pro- 
ducing catalogs. Whatever the reasons 
for this reluctance, both the advertis- 
ing manager and the agency must rec- 
ognize that catalogs are an efficient, 
effective selling tool, with a particular 
job to perform. 

Catalog planning is not for the nov- 
ice in the business; nor for the free- 
lancer who needs a job; nor for the 
agency which prefers writing adver- 
tisements only. Catalogs can be 
planned, designed and written only by 
one or more people who recognize and 
understand the tremendous sales _po- 
tentials which accrue from this sales 


tool. 


Catalog Cover 

Catalogs always start with a cover, 
which is more than a decorative piece. 
It must tell a sales story quickly, 
briefly and emphatically. Beautiful art 
work is not as essential as a good 
strong title telling what is in the cat- 
alog and who makes the product. In- 
tricate design is invariably lost on 
covers. But boldness of type will do 
more for your catalog than all the 
clever doodling of an artist. A good 
strong illustration of your product 
should be used so it can be seen and 
recognized. 

“Let’s Analyze Your Catalog” has 
seven basic questions on cover design. 
These are: 


1. Does cover design “fit” business 


2. Is cover design simple? 

3. Is color scheme of cover appro- 
priate? 

4. Has cover design life? 

§. Would all-over design be better? 

6. Will cover be noticed? 

7. Is cover design economica 


Remember that the cover of ata- 
log is the very first impression anyone 
receives. The selling job must start 
there. 
The Index 

The next step in catalog con :nt 8 
the index. Edward Stern & >» 
in their Report No. 4 on “Pref: ences 
in Industrial Literature,” star that 

(Continued on Page 138 
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Yes, the tide of textile expenditures is reaching flood... 


And you who are in a position to sell products or ser- 
vices to this robust industry can plan on the fact that the 
job of providing textiles to a war-torn world will keep 
this flow of expenditures at or above the present volume. 


New mills, new machinery, up-to-date lighting, air con- 
ditioning, materials handling, modern engineering — these, 
and a host of other equally important innovations are 
flooding into the picture. The textile community is mod- 
ernizing, expanding, and renovating in order to achieve 


and maintain required production. 


All signs point to the wisdom of making sure your 
company is getting its share of this volume business . . 
is GROWING with the industry. 


~ TEXTILEWORLD ~ 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 


There is, perhaps, no more logical way to guarantee 
your stake in this continuing boom than by telling your 
sales story to the key men of the industry in TEXTILE 
WORLD-—the magazine they use on the job—the maga- 
zine they prefer. 


Decidedly prefer—for in a recent nation-wide survey 
conducted by a well-known and completely impartial or- 
ganization—TEXTILE WORLD was voted “first choice” 


more times than were the next four magazines combined! 


See our representative today! He has completely new 
data to show you how... 


YOU CAN REACH MORE KEY MEN ... AT LESS COST .. «, 


THROUGH TEXTILE WORLD. 


N.Y. 
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Sales Promotion Ideas 


Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Simonds Uses Miniature Models 


in Salesmen’s Training Course 


By ALVIN BERNSTEIN 


PPEALING displays of miniature 
£ models that show the varied uses 
of its cutting tools, and a complete 
array of other aids designed to create 
sales, comprise the unusual sales train- 
ing course that Simonds Saw & Steel 
Company is giving its salesmen. 

The Fitchburg, Mass., company 
conducts its training course in its 
“Little Red Schoolhouse,” a specially 
constructed replica of a typical early 
New England schoolhouse located in 
a corner of the Simonds plant. Here 
Simonds salesmen see the models which 
demonstrate Simonds products in use 
in the lumber and metalworking in- 
dustries. 

One display contains two miniature 
woodsmen 12 inches tall, using a cross- 
cut saw to fall a tree. “Huge” logs 
are snaked out by a logging arch and 
towed by a big “cat.” Details of 
realistic exhaust grime on the tractor 
top, tracks in the soft earth, and an oil 
painting of the forest in the back- 
ground lends atmosphere to make the 
scene authentic. 

Another display shows the log pond 
where logs, brought from the woods 
by trucks, are cut to length by a pond 
drag saw. The log chute from the 
pond leads to the mill entrance, and 
the head band saw rig, where the proc- 
ess of sawing logs to boards is begun. 
Behind the band mill are the edger, 
trimmer, and slasher saw operations. 
Below is shown the hog which chops 
all refuse into chips for boiler fuel. 

Model machines in each display 
demonstrate how each Simonds prod- 
uct is used. Mounted on the back- 
boards of each display are actual, full- 
sized products of the type used on the 
machines reproduced in miniature. In 
front of all displays are lighted de- 
scriptive panels with complete infor- 
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LITTLE RED SCHOOLHOUSE—Simonds Saw & Steel Company employs this unique series 
of exhibits to inform its salesmen and distributors of how company products are used. 
Entering the schoolhouse door (left), trainees see a logging display with miniature “men 
operating Simonds cutting tools. Another display (inset) features a metal-working exhibit. 


mation on the purpose of each ma- 
chine. Explanations are numbered to 
correspond with numbers at the base 
of each machine to simplify identifica- 
tion. 

In the metal-working shop display, 
Simonds diversified line of metal-cut- 
ting tools is shown on standard ma- 
chines designed for specific cutting 
operations. At a bench a miniature 
workman is shown using a hack saw, 
with spare blades and an assortment 
of files within easy reach. 

Sliding panels, which operate in a 
special alcove at one end of the room, 
are another noteworthy feature of the 
schoolhouse. One of these is used as 
a screen for showing movies. Other 
panels serve as background for a re- 
view of the company’s advertising 
program. Included are reprints of ads 
currently appearing in industrial pub- 
lications, samples of the company’s 
latest direct mail pieces, instruction 
booklets, descriptive folders, and spe- 


cial sales campaigns designed for dis- 
tributors’ use. 

A storage room in the training 
school contains folding chairs available 
for sales meetings, plus a movie pro- 
jector which is mounted on a pedestal 
with rubber casters so that it can be 
easily rolled into position. A built-in 
speaker simplifies the projection of the 
company’s several sound and color 
films. 

A water-cooler, wash room, and 
clothing rack make the schoolhouse 
complete for company meetings. 
Soundproofing prevents any disturb- 
ance from within or without, ind 
comfortable chrome leather chairs 1nd 
a table are permanent fixtures for * ¢s¢ 
group meetings. 

To carry out the spirit of the “I «tle 
Red Schoolhouse,” Simonds fur: hes 
its sales trainees with notebooks 0n- 
taining slate-like covers, remin.-ent 
of school days. They also get de: "p- 

(Continued on Page 80) 
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1A STRONG AMERICA 





‘etvices 





OF THE BYRON G. MOON COMPANY, 


INC. 





~ Our Services to BUSINESS 


We prepare each Chapter of our “Basic Theme’ 
federal, state, and local educational authorities, 


. 


with the cooperation of 


visors, and the research facilities of an industry or a leading institution. 

All our educator material is supplied to instructors in High Schools and 
Colleges free of cost because of the sponsorship we obtain for each Chapter. 
Our service material to BUSINESS is paid for by the one requesting it. 





| 
| 
| 
| 
| 
individual educator ad- | 
| 
| 
| 
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Each Chapter supplies its distinctive facts. Here are some of the features of our Agriculture unit. 


The highlights of the six divisions of the instructor manual are visualized in the following six 


22" 


x 34° two-color charts: 


ANNOUNCING our NEW Service to BUSINESS 
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The Eight Segments of our Nation’s Income 


Agriculture—Our Source of Food 
\griculture—Our Chief Source of Textiles and Clothing 


farm Equipment Development—lIts Contribution to 
Our Modern Agriculture 

(Grains... All the Way from Farm to You 
livestock ... All the Way from Farm to You 


(Our Fountain of Better Living) .. . 
lealth . . . Happiness . . . Prosperity. (A chart that 
isualizes the Businesses resulting from the Eight Basic 


\griculture 


‘ivisions of our Agriculture.) 


ity small 6-page (7-minute reading) digest 
ts are included in each Educator Kit. More 
pplied on instructor’s request. 


‘upplementary bulletin, “Know Your Own 
‘ ee . . . . 
‘ty, gives guides to “local project studies,” 


xplains the eight basic segments of our 


n’s income, AS ILLUSTRATED. 
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... “MAN ALIVE AMERICA” Service-to- 
Salesmen 


During the past eighteen months while supplying 
our “Evolution” project material to educators, we 
have been contacting hundreds of business exec- 
utives. 

We find there is a dearth of material in proper usable 
form in the hands of business firms to supply this basic in- 
formation to their executives and their salesmen. Many of 
them have very valuable and essential material regarding 
their own business for use by their salesmen and with their 
trade. But most of them do not have the proper material to 
acquaint their salesmen and their customers with the basic 
facts regarding our Business-Managed Competitive Enter- 
prise system. 

We are receiving requests for our “Evolution” 
material (as supplied to educators) from business 
houses. They tell us that business executives, 
salesmen, and in fact all who comprise our busi- 
ness-managed, private, competitive enterprise sys- 
tem, need to know—need to tell those they con- 
tact, and need to defend intelligently our American 
form of Free Enterprise if they wish it to continue. 


Our NEW “Service Offer’ to YOU: 
If you wish a set of three Chapters with their 
Bulletins and Leaflets that we send to educa- 
tors, send $5.00 to— 

EDUCATION Business-Service Department 


THE BYRON G. MOON COMPANY, INC. 
401 Broadway, New York 13, N. Y. 
We will send them to you with suggestions for their 
use with your salesmen. If you find that this ma- 
terial gives you the basic information you need, 
and you use it to develop a “Man Alive America” 
Service-to-Salesmen, will you advise us? 
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tive folders, and a special “product 
primer,” containing pictures of all 
exhibits, together with complete de 
scriptive text. “Graduates” of the 
school receive diplomas upon comple- 
tion of the training course. 


Atter finishing their schooling, Si- 


monds feels that its salesmen will leave 


Fitchburg better informed, 
qualified and more enthused to go out 
and sell more of the company’s cut- 


ting produc ts. 


@ Yale & Towne Opens 
Building Devoted to 
Materials Handling 


In mid-town Manhattan, just one 
block from Grand Central Station, 
Yale & Towne Mfg. Company has 
opened a new building designed to pro- 
vide industries in New York’s metro- 
politan area with complete materials 
handling technical and sales services. 

Located at 205 E. 43rd St., the 
building contains a complete mate- 
rials handling maintenance 
and showrooms where Yale & Towne 
will repair, service and display its line 


“garage” 


of chain and electric hoists, hand op- 
erated and motorized handlift trucks, 
powered industrial trucks and tractors, 
and industrial dial scales. 

A staff of 14 materials handling 
specialists and sales engineers, together 
with servicemen, secretarial and cleri- 
cal personnel occupy the first three 
Because of 


grade conditions, the showroom is lo- 


floors of the building. 


cated at the basement level with an 


better 


11 foot ceiling to permit demonstra- 
tions on the operation of industrial 
trucks and hoists. The service and 
repair shops and spare parts depot are 
also located at the basement level. 
The new building contains confer- 
ence rooms, a motion picture studio 
where materials handling films are 
shown, an export department and a 
sales engineering service division. 
According to Samuel W. Gibbs, 
Yale & Towne’s general sales manager, 
the opening of this New York mate- 
rials handling machinery _ building 
launches the company’s new national 
distribution program. He pointed out 
that Yale & Towne is establishing not 
only experienced sales engineers, but 
equipped materials han- 


dling maintenance garages and show- 


completely 


rooms in each major industrial market 
throughout the U. S. 

Mr. Gibbs said, “We believe that 
such a complete materials handling 
service, conveniently located, will en- 
able business managements to mech- 
anize faster the hoisting, handling, 
storing and weighing of their mate- 
rials, and thus help them accelerate 
the reduction of their unit costs of 


operation. 


@ Rheem Supplies Dealers 
with Electric Signs 


Rheem Mfg. Company, New York, 
is distributing an 11 by 15-inch iden- 
tification display sign as an effective 
merchandising aid to its distributors. 

Constructed of sheet steel in three 


colors with a streamlined curved edge 


rc 


2 


MATERIALS HANDLING DISPLAY—On the basement level of Yale & Towne Mfg. Company's 
new materials handling building in New York is this display of hand trucks, hoists, motor- 
ized worksaver trucks, large industrial trucks and scales manufactured by the company. 
Trained engineers operate and explain the use of these products to prospective buyers. 
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Bellows Electric Sign Corporation, Akron, O., 
reduces shipping damage to its porcelain 
enameled signs by painting on crates and 
packages such eye-catching instructions as, 
“Don't Drop Her An Inch or You'll Bust Her!" 
and "No Foolin’. We Mean It! This Is Glass! 


effect, the sign is attractively designed 
for use on counter or in window dis- 
play. A light behind the lucite Rheem 
trademark illuminates the message. 

The sign comes complete with var- 
nished oak stand, light and an electric 
cord inspected by the Underwriters’ 
Laboratory. It contains the name of 
the individual dealer in decal lettering. 

Rheem charges its dealers $5.25 for 
this promotion sign. 


e LeBlond’s Catalog 
Has High Readership 

R. K. LeBlond Machine Tool Com- 
pany, Cincinnati, has received much 
recognition for its three-dimensional 
“Trans-Vision” catalog designed 
Milprint, Inc. 

Referred to as its “silent salesn 
the catalog features LeBlond’s 
drive” lathe. Rotogravure transp 
cies enable readers to see throu 
series of 10 illustrations from the 
cellulose acetate page down to 
completed picture of the lathe 
dissects in turning through the pr 
sheets. 

Topped by a fitting cover des 
in a modernistic motif which 
trates LeBlond’s 
drive, the catalog is used as a 


principal of 
presentation, an instruction n 
for industrial school shops, an in 
tion manual for customers and 
1947 Machine Tool Show. 
The United States Marine Cor 
(Continued on Page 82) 








“The ape of 
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Haraty a more ‘‘bullish’’ set of facts could 


be imagined in examining prospects for the mining industry 
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eir effect on your sales. 


industry has never been more prosperous and looks 
inue that way. The industry mast control increased 


ng costs and make labor more productive while meet- 


continued strong demand. Record prices are being 
d for minerals extracted from leaner ores. Backlog 
umer needs for durable goods remain impressive. 
means equipment and sup ple 5 in increasing quan- 
means operating men on the alert for up-to-date 
tion on modern equipment and methods. It means 
vertising can be most effective and productive 
NOW. 
EERING AND MINING JOURNAL takes your sales 
to practically every important mining man in every 
t mining locality in the world. Region for region, 
and foreign, its circulation is larger by far than 
lications — while at the same time giving vital home 
erage. Its present all-time high circulation (in ex- 
5,500 net paid) marks extensive coverage of small 
s and large, throughout the world, Constantly alert 
ut 82 years to the changing problems and opera- 
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tions of the mining industry, it delivers intensive readership 
preference, demonstrated time and again by manufacturers’ 
surveys. It is your sure bet for sales to mining, whether your 
operations are world-wide or confined to a few states. 
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ENGINEERING AND 
MINING JOURNAL 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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THREE-DIMENSIONAL CATALOG—LeBlond Machine Tool Company refers to its “Trans- 
Vision" catalog as its “silent salesman.” Milprint, Inc., designed the effective promotion piece. 
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stitute recently purchased 1,000 of the 
catalogs for its correspondence courses, 
and numerous requests for copies have 
come from many other educational 


institutions. 


e@ Subscribers to Manual 
Get Current Material 


Purchasers of Sylvania Electric 
Company’s new technical manual need 
not worry about keeping their invest 
ment in reference material perpetually 
up-to-date. At the time they pur 
chased their manuals, their names were 
added to the “Sylvania News” mailing 
list to assure their receiving supple 
mental data sheets issued with the an 
nouncement of new tube types. 

Supplemental data sheets are punched 
for the plastic binding, and are in 
serted in the “News” as they are is 
sued. This provides an automatic 
method of keeping all manuals up-to- 
date at no extra cost. Supplementary 
sheets are printed to match pages ol 
the original manual for uniform ap 
pearance and the elimination of loose 
data, or data in several binders. 

A handy tool for spreading the plas 
tic “comb” of the manual can be made 
of one-sixteenth of an inch of alumi 
num, Bakelite or hard fiber sheets. In 
sertion of the supplementary sheet is 
made by laying the manual on a flat 
surface, opened to the desired page. 
The point of the tool is placed in the 
comb and pushed carefully through 
its entire length. This loosens all 
sheets on the right side so supple- 
mentary sheets may be placed in posi- 


tion. All holes are then lined up, and 
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the tool withdrawn slowly so that the 
plastic comb teeth secures all pages. 
e RCA Uses Unique Idea 
at National Convention 
To help spread the name of Radio 
Corporation of America at the recent 
National Association of Broadcasters 
Convention, E. T. Jones, sales promo 
tion manager of the company’s engi- 
neering products department, used a 
unique promotional device that proved 
highly successful. 
Mr. Jones realized that most of the 
convention visitors were cngineers, so 
he decided to devise a play on the tech- 


nical word “decibel” (db for short), 


db juice 


REJUVENATE YOUR OLD RQUIPMENT 


Pliarerriave 


For D. 1. 1. ML) AM transmitters 3 drops 
For PW. PF. MO Tranemitters 5 drops 
For V. O. A. Fo Equipment 10 drops 
gue toate eat i 
Prewar & » 
’ 


1) ebd ude irequenes 


CAUTION: De not use internally un- 
less recommended by your Ph.D. 


ly 
For « SERE CURE to aff your broedeasting 
it--to ROA ALL THE WAY in AM, FM 


od TY. Every BCA circuit » alee 
with plenty of “db juice.” With ip. 
ment vow will never find ase fer the 


apply of “dh joke 


Thie simple formule hee paid many Bread 


« hardcore ls 


GO RCA ALL THE WAY 
'y AM. PM, AND TY 








Broedcost Equipment 
Re) RADIO CORPORATION OF AMERICA 
CRGINCERING PROGUCTS DEPARTMENT . CAMDEN © i 





Visitors to the recent National Association 
of Broadcasters Convention received this “db 
juice’’ handout from RCA representatives. 
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the unit for measuring the volume of 
He added the word “juce,” 
slang for electricity passing throw zh q 


sounds. 
conductor. Thus, he came up with 
“db juice.” 

The sales promotion executive se- 
cured a number of tiny bottles into 
which he poured a bright red liquid. 
These he labeled “‘db juice.” He then 
mounted the bottles on small cards 
which contained a RCA sales message, 
and had them distributed at the con- 
vention. 

Sales representatives who manned 
RCA’s booth at the show received a 
supply of printed cards to pass out to 
visitors. These contained the mes- 
sage, “Ambassador Hotel, Suite 1105, 
ask for Doctor db.” 

RCA transformed the hotel suite 
into a refreshment bar, with all glasses 
containing a “db juice” sticker pasted 
on. All bottles were labeled ‘db juice 
TANK.” 

Finally, Mr. Jones contacted bar- 
tenders in and around the Ambassador, 
encouraging them to prepare a special 
kind of cocktail. This they called “db 
cocktail.” Special cards with easels 
were placed on the bars, urging con- 
vention goers to try the drink. Bar- 
tenders reported that these special 
cocktails were by far the most popular 
drink consumed during the entire 


convention. 


e Stromberg-Carlson 
Issues Side Film 


Stromberg-Carlson, Rochester, N 
Y., has prepared an institutional slide 
color film designed to acquaint the 
company’s authorized radio dealers and 
dealer salesmen with its manufacture 


of radios. 


Designed primarily for dealer sales 
meetings, the film takes its audience 
through the Stromberg-Carlson plant, 
touching briefly on telephone, switch- 
board, and sound production. It 
places emphasis on the manufacture of 
radios and cabinets. 


A crew of actors and cameramen 
spent a week in the company’s fac- 
tories, shooting the color sequences 
that make up the 16-minute film. Ray 
Waters, Inc., Chicago, is the producer 
of the film. 


Stanley H. Manson, Str berg- 
Carlson’s manager of advertising an 
public relations, reports that cx ies 0 
the new institutional film are being 


used effectively in all territories by 
distributors and district mana:°rs- 
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Industrial Ad-Man-of-the-Year. . . 


Automotive Equipment Advertising 


ACH December we go a-shopping 

for somebody to give a present 
to that won’t be opened until after 
Christmas. Some Christmases it’s an 
easy job—we locate our donee on the 
first look; other years we have as much 
trouble as in selecting a gift for a 
maiden aunt with no vices. 

Whom we look for is the man to 
be presented with the title of Indus- 
trial Advertising’s ““Man-of-the- Year.” 

What we do is read through our 
pieces for each of the past 12 months 
to see who got mentioned a lot and 
which campaigns seem to stand up 
best against the test of time and 
against competition. Sometimes, one 
campaign stands right up out of the 
bunch, and there’s our boy. This year 
it was tough. 

Past winners have still been good— 
still worth a repeat on the award. 
Those include 1945’s Armstrong Cork 
and 1946’s Ozalid. But let’s spread 


things around; there are some other 
swell campaigns, too. 

We looked at Kearney & Trecker 
Corporation’s ads again. We _ raved 
about the one titled, “Sweet Land of 
Poverty?” in our February article, and 


described the campaign again in our 
review of institutional advertising in 
May. But George Callos, who’s the 
agency man in charge of the K & T 


adv« ng (Klau-Van  Pietersom- 
Du: Associates) was our Man for 
1944 (for his Allis-Chalmers cam- 
paigr ind Al John, advertising man- 
ager 1 a story on his campaign in 
the | issue, 

T there was Rubberset Com- 
pany, but they were given our first 
awa 1 the 1946 NIAA panel com- 
Petition which we judged, and won 
agai the 1947 show. 

U 1 Oil Company is another we 
might have saluted, but this fine cam- 
Paign has received loads of publicity 
lately nd, anyway, its institutional 
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W. A. Scherff 
Ad-Man-of-the Year 


series and Kearney & Trecker’s are 
about on a par for excellence. 

Many times this past year we have 
noted Philip Carey Mfg. Company 
ads, but our editor had a piece by 
Harold D. Bates, director of advertis- 
ing, in the November issue, and that 
stole our show. Wonderful stuff, 
though—go back and read that article. 

There were others. Howell Electric 
Motor Company struck a fresh note 
in motor Wyandotte 
Chemicals Corporation had some beau- 
tiful “executive-paper” ads. Bullard 
Company and Cincinnati Milling Ma- 
chine Company produced ads which 
(with K & T’s) were far above the 
average for machine tool promotion. 
Both Warner & Swasey and Hercules 
Powder sustained previous high levels 
of attention, interest and soundness 
of message. 


advertising. 


Any one of these advertisers could 


have produced our M-O-T-Y, and, in 


1948 


our ponderings, we decided on prac- 
tically every one of them in turn. 

And then we finally did decide on 
a certain campaign on the basis of its 
being able to suggest to virtually every 
reader of this magazine a type of ad- 
vertising that he can and_ possibly 
should and probably does not use. 

Service advertising proved itself 
during the war. It contributed to the 
market .. . it benefited the advertiser. 
We felt then that many companies 
would continue service advertising on 
the very grounds of its success in es- 
tablishing good maker-buyer relations, 
rather than resuming the popular, pre- 
war, “we're best” type of promotion. 
A lot of it did survive, but not enough. 

We would like to see more of it. 
Your customers would like to see more 
of it. Look— 

A manufacturer of what we—and 
probably you—would consider a very 
humble product—rope—has been suc- 
cessful in getting 11,000 copies of 
his advertising posted or otherwise 
permanently located in some 3,000 of 
the most important industrial plants 
in the United States. Companies like 
Standard Oil of New Jersey, West- 
inghouse, Aluminum Company of 
America, Carnegie-Illinois Steel Cor- 





poration, Celanese Corporation of 
America, National Refining, Pitts- 


burgh Plate Glass, Inland Steel, Amer- 
ican Radiator, DuPont are a few of 
those that have requested copies in 
quantity. Associations and educa- 
tional institutions have given further 
distribution. Why? Because those 
ads offer useful information. 

The manufacturer is Plymouth 
Cordage Company of Plymouth, Mass., 
and our Ad-Man-of-the-Year is Wil- 
liam A. Scherff, advertising manager 
of this company, ably aided in this 
program by George Dock of the New 
York office of Fuller & Smith & Ross. 

Here are the highlights. 

Problem: market studies had shown 
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no brand preference for 
rope... brand specification for rope 
influenced by a half-dozen different 
not too much knowledge 


Problem 


absol utely 


titles 


of rope on part of buyers. 


complicated by small relative impor- 
tance of rope in market’s mind . 


lack of spectacular competitive sales 


points meeting specific user problems. 


Objective: (1) get something into 


hands of buyers that says “Plymouth,” 


distributor salesmen to 


, 


and (2) get 
talk “Plymouth.” 


The campaign decided upon is de 


scribed hereafter. The advertiser 


reports: 
The 
creasing 


Our distri 


All distributor «al 
: Waist : ; ; ~« ‘ 

men are getting two-way 
Plymouth 


ibout 


| 
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se] 
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Sisigig 


§ 


sSb5 0058 


‘ir industrial calls: because they 
and more apt to run into Plym 

and because their 
cooperating in their 
designed 


ire more 
outh specifications 

are 
a specially 


cal areas through 


distributor progran 
These ads 
black and red on heavy stock. 
front, left, on a 
panel, is the headline. 
that we have in front of us: 
Reeving Tackle Blocks 
Rope Knots to Use for Industrial 


printed in 
On 
red 


are inserts 
reverse 


u pper 
I le re 


are five 


Jobs 
How 
Rope Use 


How to Take Proper Care of Your 


to Save Labor and Power in 


Rope 

Safe Loads 

Mortised into the panel, slantwise, 
at the right, is a piece of copy always 


introduced as “A Plymouth Life- 


saver.” Here’s one— 


A tackle block is not designed to safe 
heavy a load as the rope of 
and quality that runs through 
overhead block is a 


The break 


Carry is 
proper size 
it. Overloading an 
deadly hazard to men below 


ROPE 


won 


SIZES ong STRENGTHS 
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age of any overloaded block may 


valuable property. 

To protect lives 
weights of tackle loads against the 
below. For further useful infor: 
ask your Plymouth Rope supplier 
write us for full data on How 
Rope to Work in Industry 

The rest of the page is pure 
mation. In the one on tackle b 
there are three sketches showir 
three block and 
tables of “Safe Working Loads, 
for “Regular Mortise Inside 
Strapped Blocks,” the 
“Heavy Wide Mortise Blocks.” 


and loads, 


arrangements 


ee 


othe: 


The one on knots shows 14 di! 


knots and hitches considered to 
most important for industrial 
to know. (“The right knot f 
job means greater safety to m 
property, and longer, more eco 
use of the rope.”’) 

Another one tells how to de 
the proper factor of safety 
of rope or tackle. This tran 
few physical laws into pictu 

(Continued on Page 92 
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out of construction 


Common Denominators of Engineered Construction — No. 2 ina series 


research even when this research is undertaken pri- 
marily for a special class of projects... 


For example... 


current research of the Public Roads Administration 
investigating effects of air entrainment on concrete are 
being closely followed by most engineers and contractors 
for cement is a universal material of construction 
projects in Bureau of Reclamation laboratories con- 
cerned with soil characteristics, while undertaken for 
more efficient constuction of water control, irrigation, 
and power projects, are nevertheless, of concern to en- 
gineers on every type of project . . . for foundation 
problems are common to every structure. 


ENGINEERING News-Recorp and ConstRUCTION METHODS 
editorial staffs maintain close contact with research 
activities throughout the world. Significant advances 
are accurately described by qualified authorities in 
ENCINEERING News-Recorp feature articles, while 
Construction Metuops tells the picture story of re- 
search application. 


COMPREHENSIVE, RELIABLE REPORTS OF 
CURRENT APPLIED RESEARCH are one big reason 
why more than 67,000 paid subscribers plus 130,000 


IN T4E CONSTRUCTION ART... 
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McGraw-Hill Publications bd 





pass-on readers, (leading staff engineers, consultants 
and contractors from coast to coast), call ENGINEERING ‘ 
News-Recorp and ConstrucTion Metuops “required 
reading.” 

Make the world’s largest construction buying audi- 
ence YOUR buying audience . . . tell your product 
story regularly in Engineering News-Record and 
Construction Methods. 





Recent Articles in 
ENGINEERING NEWS-RECORD 
and CONSTRUCTION METHODS Devoted to 
Research Developments and Their Application. 


Highway Drainage Research Expanded ‘ 

Shop-Built Tools Speed Road Test Work 

Research Laboratories of the Bureau of Reclamation 
— Tools for Better Engineering 

Current Research of The Public Roads Administration 

Electrical Stabilization of Soil 

Friction Effects in River Models 

Grading on the Maine Turnpike 

Aggregate Production at Fall River Dam 














ABC * ABP 


330 West 42nd St., New York 18, N.Y 
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The Copy Chasers 


simple formulas to enable foremen and 
workers to use blocks efficiently for 
lifting and moving heavy loads. 

Still another gives 14 suggestions on 
caring properly for rope—all the way 
from how to remove rope from the 
coil to how to store it. 

The information continues onto the 
back of the inserts, giving specifica- 
tions for rope sizes and strengths. The 


standard footplate offers ‘additional 


copies of this valuable chart for every 


department of your plant or shop 


where rope is used.” (But since it is 


ROPE THAT CLIMBED THE SKy 


PLYMOUTH 


ape Fema 


tt 80Pt FOw (am TOUT! Becewwl 


printed on heavy stock, the ad itself 
is suitable for posting.) 

And not a word about Plymouth 
Rope—what’s better about it, how 
long they’ve been making it, or what 
the plant looks like! 

But the “what’s better about it” 
is taken care of by the other Plymouth 
campaigns. 

There’s a series of two-thirds pages 
in Time, and it’s fine. This goes after 
maximum readership with some splen- 
did pen-and-inks, scratchboards and 
photos of Plymouth rope being put to 
spectacular purposes—climbing Mount 
McKinley (“Rope that Climbed the 
Sky,” 


with a plug from Bradford 


Washburn), holding a  scaffok 
floors up a skyscraper’s side (“| 
Feet from Eternity—but Safe!”’) 
Copy gives you the idea that Plyn 
truly is “the rope you can trus 
cause it is engineered for your 
Text ends with a strong plug f: 
quiry, offering a “Safe Load” < 
a chart on “Safety Factors that 
Lives,” or a booklet called “Ll 
Knots and How to Tie Them.” 
To the marine industry, Plyn 
pushes its “Slevelay” rope with 
strong copy as— 
and operators 
invested in Ply 


Owners of ship 


barges who have 


(Continued on Page 94) 


SLEVELAY’ 


A PLYMOUTH MARINE ROPE 


THAT DEFIES DISTORTION 


Strong 


Flexible — Easy-Hhandling 


ft SOFT TOW Cam TRUST BECAUSE (7 Mh CRGOREIRED FOR TOUR 108 
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Prant Purcuasine Directory 











Desigued TO SERVE — 


AND TO REACH — EVERY IMPORTANT INDUSTRIAL BUYER 


e Light in Weight 


CHEMICAL SECTION 
e Easy to Use 


e Contains Only Industrial 
MECHANICAL DATA Buying Information 


e 25,000 Circulation 


CLASSIFIED SECTION e 2 semi-annual non-duplicating 
issues 


e Reaches over 90% of the buying 
TRADE NAMES power of American Industry 


Your sales message in PLANT 
PURCHASING DIRECTORY blends 

ADDRESSES perfectly with the rest of your 
schedule, for it reaches the industrial 
buyer right when he is considering 
purchasing. Reserve space in the 
next edition NOW! 


A CONOVER-MAST PUBLICATION 


(Formerly Plant-Production Directory) 


PLANT PURCHASING ‘DIRECTORY 


333 No. Michigan Avenue, Chicago |, Uliinois . 205 East 42nd Street, 
New York 17, N. Y. . Leader Building, Cleveland 14, Ohio . 5670 
Wilshire Bivd., Los Angeles 36, Calif. . 6432 Cass Avenue, Detroit 2, Mich. 
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The Copy Chasers 


Slevelay Rope tells us that it represents 
ye of the most important strides in ma 


rine rope nstruction in the past 50 
years Here is why! 

Slevelay IT bir es trength ind flexi 
ility with hi resistance to distortiot 
This last feature is especially welcome 
for heavy-duty ropes too often lose the 
isefulness through back-kink before their 

li t I t ‘ 

The ti ifeg iard { Sleve 
: ‘ ut ‘ r } ct atl = ‘ f ul 
[ f w revent the interchange 
! er irns due t strand 
i! t t I ‘ r er ti Cc ope the 

eater tl i ) dist t } lue t 
ire i ii i d onsequently the 
greater tne idvantage ot this exclusive 
Sleve eature ineered | Plymoutl 
for marine us 

Another ad says the same thing this 
way- 

A sing rried t areles iob wit! 
in it | i iri rot i thr A 
a distor ick-kink te t tnat rt 
rIol sly rts 5 it 1i¢ we iker S it 
stre t l > VOUT pera < t 

Sk el if el us con bi it | ot 

fevil 1s j ind ' ] 
sistance to careless use comes from its ex 
clusive concentri sheaths ot unspun 
fibers These “sleeves prevent the inter 
chang: f rope’s inner and outer yarns, 
which is the actual cause of distortion 


The larger the rope, the greater the risk 
of back-kink i: 


handling—and the greate 


ordinary rope through in 
experienced 
the value of Slevelay in avoiding that 
j 


common torm of rope destruction 

And in both ads there is a panel 
of text and a diagram to expiain “Why 
Slevelay Has No Back-Kink.”’ 

One more comment on Plymouth 
advertising. An ad in the hardware 
dealer papers offers a free, 6 x 12'%4 
inch, easel-backed reminder sign, which 
lists a number of hardware items that 
the customer shouldn’t forget. There’s 
1 length of rope hooked around a 
finger at the top and, at the bottom, 
coiled around the statement, “And 
Remember! Plymouth Rope.” 

Soa “W ell done!” to Mr. Scherff 
tor a well-done campaign. It informs 
as it reminds as it sells—and that’s 
good advertising. 

We'll start our 1948 Copy Chasing 
with the automotive distributor field, 


which sometimes isn’t so good. 


Flat Tires, Blow-Outs 
and Good Mileage 


Automotive equipment copy is full 
of exclamation points, dollar signs and 
cheesecake, and we wonder if the read- 
ers of the magazines serving automo- 


tive jobbers, dealers and repair shops 


(Continued on Page 96) 
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Why Refute the Repeat Ad Study? 
By WILLIAM A. MARSTELLER 


[Editor’s Note: Mr. Marsteller, manager of advertising and market researc! 
Rockwell Mfg. Company, and chairman of the board of the National Industria! 
Advertisers Association, presents a rebuttal to Roy O. Eastman’s comments o: 
the Repeat Ad Study published on pages 108 and 148 in the October and 
November issues of Industrial Marketing. 


HE comments of Roy O. Eastman in the October and November issues 

of INDUSTRIAL MARKETING concerning repeat advertisements interest me, 
Since Mr. Eastman is a research man of considerable standing, I am surprised 
to see him refute the results of a carefully conducted research survey with 
generalizations founded in part on personal opinions. 

Since publication of the results of the repeat ad study, of which our com- 
pany was one of many sponsors, we have done some additional testing of our 
own, and we are more convinced than ever that, within limits, the repeating 
of advertisements is not simply economical, but results in increased readership, 
and more importantly, increased action. We have found that even in those 
cases where readership is not materially increased through second and third 
insertions, that action may be. This indicates that it may be necessary to 
ask a reader twice to do something—request a catalog, clip a coupon, place 
in order—before action is stimulated. 

We have also found that generalizing on repeat ad readership is dangerous. 
Variables such as the media, the industry field, position of advertising, layout, 
approach, color, and a lot of other factors frequently bear on repeat reader- 
ship even more importantly than on initial readership. 

Mr. Eastman asks if it’s a good idea to repeat ads, why not repeat editorial 
matter? I’m not sure that there is anything wrong with repeating editorial 
matter in all cases. However, theoretically, magazine readers are essentially 
concerned with the material they get from the editorial pages, and secondarily 
interested in the advertising. In a given magazine there may be a dozen or 
two dozen editorial articles and 200 or 300 advertisements. Each commands 
a varying degree of interest, and the editorial pages furnish less competition 
among themselves for the reader’s attention, indicating further a higher de- 
gree of readership. Our investigations have indicated that in cases where 
the business papers are read with any degree of thoroughness, that the most 
widely read editorial content in a magazine is read to a greater degree than 
the most widely read advertisement. But just the same, before dismissing the 
idea of repeating editorial copy as a radical notion, maybe it would be well 
to find out what happens to readership when editorial artic'es are repeated. 

Mr. Eastman also asks if it would pay to repeat an ad in one paper, why 








won’t it pay even more to repeat it in a competitive paper where there is at 
least a partially new audience. There’s nothing very silly about that. Most 
of us have been doing that for a good many years. In how many other 
magazines the advertising can be repeated effectively depends upon the prod- 
uct, the type of circulation, the extent of the circulation and all of the other 
factors commonly considered in the selection of media. 

There is one other statement that Mr. Eastman makes that ought to be 4 
subject of a little rebuttal by advertising managers. He says, “For years one 
of the publishers’ greatest problems has been to get the advertiser to do the 
right kind of a job after he buys the space.” | 

I am sure that that has been true in many cases. But many of us have been 
devoting a lot of time and attention lately to the matter of getting the pub- 
lication to do a better job distributing the magazine to a better audienc« and 
producing editorial content of the type which will intensify readership 
throughout the magazine. Our company’s market research department has 
been and is devoting time to checking the readership, not only of our ads 
and our competitors’ ads, but of the editorial content of many of the maga- 
zines we use as well. We hear a lot about how to make our advertising more 
effective. It is my opinion that a substantial amount of the advertising 
appearing today has a degree of effectiveness relatively far greater than the 
editorial content of some of the magazines in which it appears. We have 
been making field interviews and mail surveys, and we keep comin back 
to the belief that not only should the publishers be prodding us for better 


and more direct advertising copy, but at the same time, we should b- com 


stantly suggesting to the editors that we have a stake as advertisers in the | 
quality of the editorial matter, the manner in which it is presented »nd the | 
individual caliber of the audience to which it is directed. | 

aa 
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Focndey has prepared some new 


and interesting data in this Market Selector 
and Data Book that will help you locate 
and measure your present and future sales 
potentials in the 5593 foundries in the 
U.S. and Canada. 


Here you'll find an analysis of the 
Profitalsle Foundry Market by geographical 
location of plants, their size according to 
meltin capacity and number of employees, 
ypes © metals cast, casting methods, and 
furnaces used. 


NDUSTP' AL MARKETING, January, 1948 


It will pay you well to examine your sales 
possibilities in a market where operations 
promise to continue at a high level over 
the next five years. Just ask your Foundry 
representative to show you our new market 
study, “What is Your Sales Potential 
in the Foundry Industry Over the Next 


Five Years ?”’ 


Penton Building, Cleveland 13, Ohio 
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are as childish as the ad men 
ently think they are. 

There seem to be two chief s 
of thought regarding distributi 
vertising. One school ‘believe 
the distributor is not fundam« 
interested in his business, and m 
inveigled into reading about n 
pertaining to his bread and 
by devices that are as alien as 


ble to said bread and butter. 


come-ons as: 
Female lion-tamer: “She 
Take Chances. 
— American Hammered 
Ring. (See “Gallery” A.) 

William Tell: 
Marksmanship 






the 


“A beautiful 


D.) 





awromaricaur 
e@hewtares treesiang povet 
of enti treese sotetions 











Maremont Automotive 


(See “Gallery” E.) 


F.) 


&. EDELMANN & CO. 


2937 LOGEM ive... CHICAGO 47. #45 


Standard Motor Products 


“Gallery” G.) 


Parts Company. (See “Gallery 

Russian dancer: 
Inc. (See “Gallery” I.) 
Wix 
tion. (See “Gallery” J.) 


Pig: Accessories 


lengths are gone to for stoppin: { 
in few of these cases does t 
provide anything worth stop} 

The arrow of EMESCO ser\ 


tipped with quality and value 


us th 






Fr os in the Tenino! 35 years, as dependable ; 


> a 

=o 

_——— = ¢ 

— * ate 
weireey cools 5" 


true to its target the sat 


the customer. 


That is probably the wor 


(Continued on Page 
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tee 





Dutter 


For example, in a single issue of one 


such publication, we find such absurd 






Has to 
You can play safe.” 
Piston 


“Dependable as 
of” —Emesco 
Mfg. Company. (See “Gallery” B.) 
Female in panties on telephone: 
Connection”—Mur- 
ray Corporation. (See “Gallery” C. 
Legs: “Your Best Foot Forward” 


—"X” Laboratories. (See ‘‘Gallery” 


Elephant dressed as drum-major: 
“A Matter of Major Importance”— 
Products. 


Horse race: “Ride the Winner”— 
E. Edelmann & Co. (See “Gallery” 


Shaking a peach tree: “Territories 
Are Peachier with Blue Streak”— 


Touchdown: “It’s Perfection that 
makes the play”—Wausau Motor 


"H. 


Champ-Items, 


Corpora 


Dog: American Brake Shoe Com- 
pany. (See “Gallery” K.) 
Boarding house table: W hitne} 
Chain & Mfg. Company. (See “Gal- 
lery” L.) 
And, as usually happens when grea 


power 
cop) 


g for? 


William Tell, it has sped, st t an 










)par- 





hools 
ad- 
that 
itally 
st be 


itters 
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ItRadar..I9A8 


100s 

ad- 
that 
tally 
st be 


itters 







utter 


N.: quite like the omnipotent 
crystal ball that Merlin used in the 


0SSI- 





Nae ~ ‘ . 
we - oo . Ley ' days of good King Arthur, but 
fhe PS eT IT |S, much more revealing . . . for in 
ai ; q ¢ the growth of Radar in the armed 
cafe.” : wf : 5 Pte forces, lies a prophecy for the future. 
Piston  @. toxe SS tae A. eof - ee ys All about us we see the rapid re- 
Vt Be eet eee ; conversion of military electronic 
a J  S .S e 9G shee hk devices to peacetime pursuits . . . 
mesco See , : : ‘ “1 : . F ‘ . = 
oR ~ >. : > , A rate: > he a and certainly we must realize that 
Ped 9 . . . Fg one eee in a field so young and so dynamic 
Mur- 2 (3. wan ' Sa ‘oh 6%, the horizons are unlimited. 

"C) c S. SS <a One ee AS ee The future of the electronic indus- 
me . Nor Re ox! | oe. A , ii, tries is immeasurable and keeping 
pace with progress is a full time 
ajo job for the man who controls its 
sel > advance dnd growth . . . the Radio 
jucts ll ee? es Engineer. Creating . . . specifying 
Be Sac os ee . purchasing . . . he must depend 
— “ ¢  *~.8S 2 2 on his own publication . . . The 
lery zee Proceedings of the |. R. E. for up- 
= to-the-minute technological data. 
fom Always on his desk, it is the con- 
(See ieee cc is ate es ce stant authoritative reference, to 
lf of Manbattan Island, the Hudson and East R , th h the Radar Scope. wstaiehs he seems with confidence we 
that editorial guidance and technical content . . . because he knows that 
os it is written by Radio Engineers . . . for Radio Engineers. 
aie Small wonder, then, that among those who have successfully sold this 
market, the byword has always been .. . to Sell the Radio field . . . Tell 
pora the Radio Engineers . . . in the Engineers’ own publication . . . The Pro- 
ceedings of the |. R. E. .. . the media you cannot overlook in selling 
va this market. ; 
tne} 
Gal 
great PROCEEDINGS OF THE 
" : IeReE 
min THE INSTITUTE OF RADIO ENGINEERS 


WILLIAM C. COPP—National Advertising Manager 
303 West 42nd Street, New York 18, N. Y. CI. 6-6357 
SCOTT KINGWILL Central States Representative 35 East Wacker Drive, Chicago 1, Ill. 


HANNON and WILLSON West Coast Representative 1016 Park Central Bldg., Los Angeles 14 


— z Ror Fe aT RP gm a ae = ee 
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ay : eee . ; 
es : é 











948 i er Ee eg) 
INDUS ‘AL MARKETING, January, 1948 





[CONTINUED FROM PaGE 96] 


The Copy Chasers 


bunch, but even the ones that do pro- 
have 
doubtless been improved by eliminat- 
ing the kid stuff. 

The other school ot thought regard- 


vide some information could 


ing distributor copy starts from the 


sound premise that the middleman is 


interested in profits (also volume, ease 


of selling, etc.), but in practice the 


soundness stops there. Just screaming 
PROFITS in big type—and neglect- 
ing to furnish any evidence of how 
much profit or why more profit with 


this partic ular line—wouldn’t per- 


suade any merchant we know of, smart 
or dumb, to leap for his order pad. 
Yet many advertisers in this same issue 
ire content to hit the reader between 


the eyes with bold-face typography, 


ind hope that he will be sufficiently 


infected with the enthusiasm of the 


id to take on the line and bang away 


it it with all he’s got. 


Regardez: 
Sensational 
tunity for You! 
Here's Money in Your Pocket! 
These Favorites Will 
Your Volume and Profits 
Now Double thes Opportunity for 
Sale ind Profits 
Hoot Mon! They're 
Makers! 
Now's the Time for Big Profits 
Bigger Profits 
News! Profits! 
You'll Pile Up Sales and Profits 
Sales, Big 


Ne Ww Profit Oppor 


Inc rease 


Mi mey 


Display ‘Em for Easy 
Profits 
Here's Real “Pay Dirt.” 


This Cocktail Has a Real Profit 
Punch 

Jobbers! Boost Your Profits 

More Power for Profits. 


1-2 Punch for Profits 
Extra Pre hits 
Bigger Profits for YOU! 
Increase Your Profits 
Profit Tip 
And what’s the copy like in these 
“Gallery”’ No. 1.) 


dow n to 


cases? (See Does 


it really get business and 
prove the profit story? 
More if d more 


e profit possibilities in 


jobbers are recognizing 
t | McKay Tire 
Chains and Tire Chain accessories 

Here is a lit e 


- } 
dealers and their customers . 


that’s promoted to your 
and that’s 
accepted by them 

In almost the very same words, that 
copy has appeared over and over and 
over again in distributor magazines 
in all markets. 
boost your profits 


Isn’t it at all 


Cash in on 
satisfied customers. 
readers have had 


possible that the 


enough of these overworked phrases? 
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way MONROE 
is FIRST IN 


SHOCK ABSORBERS 
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<> 


oe 
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Can it still be that they will con + up 
short at such headlines as: 
It’s a Natural! 
Always a Winner! 
Maximum Customer 

in Every Sale. 
Looks Great for °48 
A Program that’s Great for 48 
The Hottest Item in the Au‘omo- 
tives Equipment Market 
Demand Growing Everywl 


Satis ction 


And (we'll stop complaining in a 
minute) hasn’t it occurred to certain 
advertisers that there’s nothing that 
will get a distributor or dealer so pro- 
voked as your confident assertion that 
the product will sell itself? Yer— 

Sure Sales Starters that Open Your 
Order Book. 

Here's a Line that Sells Itself 

OK, now, so what are we willing to 


admit is good advertising in these 
books? 
Good advertising to dealers—and 


this means amy, not just automotive 
equipment dealers—is done in any of 
the four following ways: 

1. Tell the dealer how 
with your 


and why 
he can make money 
product. 

2. Give the dealer examples of 
how other dealers have made money 
with your product. 

3. Show the dealer how to sell 
the product so as to make the most 
sales and the most profits. 


4. Tell the dealer what 


advertising 


you're 
doing—in and _ sales 
helps—to help him make the most 
sales and the most profits. 
Here are some ads, from these auto- 
motive publications, which do talk the 
dealer’s language. 
Gates Rubber Company, in 
its characteristically cluttered, copy- 
(see “Gallery” No. 2), 


me or 


packed ads 
puts across the reason why its ‘‘con- 
cave-side” fan belt gives longer life. 
“A Glance Shows You that Only the 
Sides of a Fan Belt Touch the Pulley.” 
Since it’s the sides that do the grip- 


ping, they get the wear. But the 
Gates belt has a patented concave side 
which straightens out under tension 
around the pulley. Note this strong 
sell: 

Now that you see exactly the 
Concave Side means to your mers 
in longer belt life, why not make = 


of this important point in your ing 


Every time you pick up a Gates 

run your thumb along its side ee 

for yourself, the precisely engine vay! 
feel 


cave shape. Get your custon 
this too—and show him how t x¢ 


sive Gates patent gives him a 
ting and longer wearing belt 
Monroe Auto Equipment npan) 


(Continued on Page \' 
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LUMBER DEALER 1S HUB OF BUILDING MARKET 


he lumber dealer is the connecting link between the manufacturers of all 
building products and the user. He handles and sells ALL types of building mote 
rials and specialties, lumber, millwork, plywood, paints, roofings, (asphalt, asbes 
tos, cedar shingles, steel and aluminum), gypsum products, insulation, builders 
hardware, cement, sewer pipe, brick, masonry material, home appliances, plumb 


ng, heating and electrical equipment, etc 


There are approximately 1500 dealers who handle so-called hard materials, 
ement, masonry materials, steel products, etc.) exclusively. They handle no 
umber. There is approximately an equal number who handle lumber exclusively 
These 3000 dealers are concentrated in the large cities. In these categories, 
BUILDING SUPPLY NEWS has slightly less than 1000 subscribers. The balance, 
some 27,000 dealers, handle lumber and building materials of all kinds. In this 
ategory, BSN has more subscribers than any other magazine 


The readers of BSN are today selling more lumber and more of ALL building 
materials than those of any other magazine 


LUMBER DEALER IS YOUR SALESMAN 


Because 75% to 80% of the building contractor's purchases are made from 
the lumber and material dealer, this dealer is your salesman, in most cases your 

ly personal contact with the man who buys and installs this material, the 
ontractor-builder. Thus, if you want to sell to the building industry, the more 
hon 20,000 readers of BSN must know your product, where it fits, how it is 
pplied, etc 


BUILDING SUPPLY NEWS readers sell to more than 100,000 worthwhile con 
ctor-builders plus hundreds of millions of dollars of over-the-counter sales 
jirect to consumers. The building market in 1948, including new construction 
f all kinds, remodeling, maintenance and repairs, is estimated to reach 16 to 


8 billion dollars. 


20,000 CIRCULATION—CHOICE PART OF MARKET 


63% of the dealers do 85% of the total year’s business in the lumber and building 
noterials field (U. S. Census of Business). BSN circulation is concentrated in this 
choice” market—4 out of 5 copies go to high-rated dealers because of its edi- 
orial selection. 


Send for beoklet end research date on ‘‘How 


te Display and Merchandise Treffic Builders," ‘A New Face 
on Main Street,” “How to Sell the Building Industry Through 
the Wholesaler-Distributer,”” end many ethers. Our experi- 
enced steff. will be glod to consult with you on your building 
indoestey deliinis pettih 








Published by INDUSTRIAL PUBLICATIONS, INC 


5 SOUTH WABASH AVENUE 





The test of real, RESULT-ful circulation is not how numerically “big” it is— 
rather, what is ifs quality and how “actively interested” is its readership? 


BSN circulation is “quality,” built on a sound and solid basis, step by step over 
32 years. No quick promotional spurts, no special price inducements, or high 
pressure circulation methods. Same price to all. BSN does not solicit clerks, 
yardmen, truck drivers, etc. Because of this circulation policy, advertisers in 
BSN get more buying power because they get more dealer establishments. 


Yet BSN gives you more coverage in each dealer's establishment also, because 
BSN has a pass-cround readership among lumber dealers’ employees of 3.7 
readers per copy 


This means that BSN has the largest (numerically and otherwise) circulation, 
readership and buying power of any magazine reaching lumber dealers 


WHY BSN IS FIRST 


BSN has the finest editorial talent—by far the largest staff—with a combined 
experience ef over 200 yeors 


It is the only paper of paid national circulation that is, and always has been, 
edited exclusively for the lumber and building material dealer. Years ago, 
BUILDING SUPPLY NEWS originated the idea that lumber dealers become build- 
ing material dealers and handle ALL building meterials. This is now universally 
accepted 


BSN was chiefly responsible for inducing lumber dealers to take on and success 
fully sell paints, hardware and building specialties. 


Because of this leadership, BSN’s readers today, while still selling more lumber 
than the readers of any other magazine, are the acknowledged leaders in the 
merchandising of ALL building materials and building specialties 


BSN was first to publish a Dealer's Directory Issue of Building Materials and 
Equipment, now in its 11th year—the lumber dealer's buying guide 


BSN is the only lumber dealer publication that carries, each month, a special 
section devoted to yard and office equipment, material handling, and so on 


WHY ADVERTISING IN BSN PAYS 


Dealer advertising is the base of all sound selling programs. Evidence that all 
leading manufacturers in the building industry agree with this—and also agree 
that BSN is the fop magazine for reaching lumber dealers—is in the foe? that 
in the first 6 months of 1947, BSN carried more advertising than any other byild- 
ing industry magazine. BSN rates this high acceptance because its 20,000 circulo- 
tion delivers more buying power than any other lumber dealer magazine. Ask 
us to prove it. 


BUILDING SUPPLY NEWS 


+ Also publishers of PRACTICAL BUILDER 


CHICAGO 3, ILLINOIS 


"HE PUBLICATION THAT PROMOTES Live Ideas! 
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uses a comparative chart of five types 


98 | 


of shock absorbers (including its own 
second line) to explain ““Why Monroe 
Is First in Shock (See 
“Gallery” No. 

And 


down 


Absorbers.” 
3} on page 98.) 

headline that’s right 
alley is R. H. 


Schwartz Rubber Corporation’s “Why 


another 
the reader’s 
carry 185 pieces of molded hose when 
all you 24?” (See 
No. 4 on page 98.) 

¥ Peterson Welding 


bother with 


need 1S “Gallery” 


I aboratories 


didn’t much layout or 
typography, but the headline is a pip: 
This 10 Minute Job 


Peterson Surface Grind- 


“Collect $3 for 


Ne “ 


In addition to a listing of prod-- 


on the 


uct features, there is this hard-selling 


copy: 

A new money-making service for the 
aull i hine sh I grin ling all warped 
car truck ind = tractor cylinder heads, 
blocks and manifolds. Only 3 jobs a day 
pay tor yur Peterson Grinder in 60 days 

Some shop owners report their Peter 
Grinder paid for itself in first 30 
days. 

This new fast-cutting grinding wheel 


vunted level with table top enables any 
unskilled operator to do 
OO1L inch 
Tiptoe control enables 


a tast accurate 
without set-up 
foot t 


cutting level, leav 


operator's 


wl eel to 


turning 17.500 


t\YM under grin wheel hub depos 
iT Injpuriot dust and grindings in two 
gust collector 

UK AS INSERTED. This good, prac 
Lidl copy came trom the typewriter 
keys of JOHN C. HARVEY, account 


BARROWS ADVERTIS- 
ING COMPANY, and D. R. PETER 
SON, PETERSON WELDING LAB 
ORATORIES, Kansas City, Mo. 


Ford Motor Company does a paritcu 


executive, 


Resistoflex Corporation 





——EEe 


" “Replacing the gas line / shgoed 
eastd Gosh anand /. 
all these towing bills!” 








GAS OED OR LINES CONSE LOTS OF TeOERLE 


RESISTOFLEX 


ot ae oh OR 
Re Ger fer. Oe) Clee ee paren os CmLLareE 





SORE ee CREE EEE EBERT HE lweE frre rm ee 





j 


el - / 
—_ et erence 


sn » ¢0r ar aan 
: Part engnetn” 





COLLECT ‘3 
for this 1O MINUTE JOB on the 
NEW PETERSON SURFACE GRINDER 


TRUING WARPED CYLINDER HEADS 
BLOCKS AND MANIFOLDS 





CHECK THESE 
6 FEATURES 


© Amy men peer chee con eperete 





© Fat — gre comtemers 1Omtnete 
oe 

© Ot ee eecereey cttetned by 
eet Reet cet 


© 1) leh emetien fee ender grinding 
hee terre tee 


© On teeter eteding 
chee 


© Geet oF peer ere Peeks beter 


ehetag, tnumge me 2 aie SET-UP, FAST, ACCURATE 
oe ee ee ed 

qutns @ cused an un ad tur Gute tom 

COMES WH 2 SIZES MMe 


Medel 1A, 3 Here Power meter 1 we cet me Gee 
- 


© ruse for Letoreture 
Ale Merchands ss 








The PETERSON SURFACE GRINDER 
“the headline is a pip .. .” 


larly fine job on a particularly difficult 
assignment. One of the toughest prob- 
lems for an ad man is to work up 
enthusiasm for “genuine parts” with- 
out calling attention to the fact of 
This Ford ad is titled, 
Story of Ford Piston 


and it relates the first-person 


bootleg parts. 
“The 
Pin,” 


history of what happened to a Ford 


Genuine 


piston pin to prepare it for service in 


the Ford engine. (See “Gallery” 


No. 5 on page 98.) 

How Others Have Made Money 
Resistoflex Corporation dramatizes 

its sales story with case histories (for 

which it pays $50) of successful in- 

stallations. In the current example, 


1 service station owner 


A stalle d 


reports: 


car was towed into my shop 


The driver said he’s had similar trouble 

or 8 times Sometimes the car started 
just as a tow truck arrived. Or it started 
ifter it was towed in; then stalled again 
Replacing the fuel pump and carburetor 
lidn't help I immediately checked the 


Gallery 


General Electric Company 





gas line and found bits of materi 
dropped off and blocked the line 
placed the line and kept a check 
car for months—the trouble was ov 

There’s a picture of the stat 
tendant showing the hose to the 
owner, and the headline quotes 
the conversation: “Replacing th 
you all 


have saved 


Rest of ad goes 


line would 
towing bills.” 
product story. (See “Gallery.” 

General Electric also uses test 
Po 
to get the station to put in a s 
(See “Gallery.”’) 


ial copy for its fast-charger. 


charger 


“Sure, I did plenty of fast-charg 
ness when I had just one fast-cha 
but I needed another to handle 
business, and to give the kind of 
my customers expect,” says James (‘ 
Sullivan “T] was turning. cust 
away, even in the slow season, ji 


cause I couldn't give them all a fast 


right away 
“Now, | 


runs as high as 15 pet 


figure my charging D 


cent of my 


at- 
Car- 
rom 


ga 


s 
hose 


nto 


10Nn- 
1T is 


Cond 


and I'm getting all that comes in, wit! 


turning customers down when a cl 
in use. I'm making battery 
and other tie-in sales, 

“Yes, I need more than one fast 


more 


too 


as much as I need more than on 
pump Charging jobs always seen 
come in pairs, and I've got to be 


to handle them.” 


In pictures and captions a Gillette 
Tires ad tells “How the Minneapolis 


Wholesale Distributor Helps 300 


Gil- 


lette Dealers Keep Ahead of the Mar- 


ket.” 


the front of the Standard 


The reader is shown Views ol 
Supply 


Company store, the president and op- 


erating manager, a corner of the 


play room with Gillette featured, 


dis 


and 


several shots of Standard salesmen on 


sales calls. (See “Gallery.”’) 


l ibbey-Ow ens-Ford Glass ¢ ompan) 


shows what happened when 


rock 


thrown by a small boy hit the wind- 


of Fi. 


(Continued on Page 102 


shield George Baston 


Gillette Tires 


The 
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«1| THIS YEAR 

“1/ LIKE ANY YEAR 

“| PRODUCT SPECIFICATION AND PRODUCT BUYING 

WILL START AND FINISH WITH PRODUCT INFORMATION 


Thus news and information about your products in Industrial Equipment News 
will reach active operating, engineering and production men in the larger plants 
in all industries at a most opportune time . .. when and where they are LOOKING 
FOR* product information in relation to their current product requirements. 





*IEN's current readership verification re- 
turns continue to indicate that 96% of 
| its readers use it for buying reference. 


ile Reference to the editorial quality and completeness of any issue of Industrial 
— Equipment News will readily demonstrate its continuing leadership in the field of 
Mar product news and information publishing . . . a field which IEN originated and is 
' alone complete enough to serve for all functions in all branches of the manufac- 
pr ‘uring industries. 


1, and SS == IEN's broad coverage and specialized appeal to active 
n on AULA syUNPUELT Es = specifying and buying factors in all divisions of industry 
% = te 


gy Bee & owrmret reer maree 


cones 


gives top assurance that the product advertising it 
carries is most likely to reach both old and new markets 
when and as their activities and product requirements 
expand during the coming year. 








COST ? Only $95 to $102 a month for 
standard representation. 





DETAILS? Ask for copy of ““THE TEN PLAN” 
and IEN’s new NIAA outline. 








>) 


INDUSTRIAL EQUIPMENT NEWS ‘w 


“HOMAS PUBLISHING COMPANY 461 EIGHTH AVE., NEW YORK, N. Y. 


E»ston @ Chicago e Cleveland e Detroit e Los Angeles e@ Philadelphia e Pittsburgh 











———. 
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[CONTINUED FROM Pace 100] 


The Copy Chasers 


glass cobwebbed all right, but because 

it was Safety Glass it stayed out of 

Mr. Baston’s face. (See ‘“Gallery.”) 
WA Bear Mfg 


prizes in an art directors’ 


Company ad won’t 
take any 
show, but it’s really loaded for bear. 
In descending order: 
Newspaper streamer: “A Gold 
Strike in Ohio?” 

“SURI 
pects for one in your town, too!” 

Box: ““Here’s How 2 Men with 
Built a Highly Profit- 


able Business in Wheel Aligning and 


there are good pros- 


$250 Each, 


Balancing.” 
Copy tells how they did 

“You Can Do the Same in Your 
Community with a Very small In- 


” 


vestment, here’s how 


Copy on “here’s how.” 

Across the page: photos of Bear 

equipment, under the heading, “This 

Low-Cost Equipment Will Start 
You Out.” 

Reproduction of the Bear sign, 
mastheads of Post and Time and 
coupon. 

That’s telling ‘em—and selling ’em. 
OK AS INSERTED. Written through the 
combined staff efforts of VAN AUK- 


EN & RAGI AND, ¢ hicago. 
How You 
AP Parts Corporation reminds sta- 


“Tap It and Tell” 


that if they'll re 


Can Make Money 


t10n operators of its 
program, promising 
member to inspect the exhaust system, 
they'll find, in three out of ten cases, 
replacements ire needed. (See *“Gal- 
lery.”’) 

Ethyl Corporation reports on a sur- 
vey of new car-owners showing that 
three out of four use premium gaso- 
line Purpose of the ad is to advise 


the dealer to “‘set the timing of new 


Libbey-Owens-Ford Glass Company AP Parts Corporation 





on hes crample mel proce hd 





3 . ane we oe 


Aw’, oan 


ok are wes 

Here's How 2 Men With *250 Each, 
Built a Highly Profitable Business in re , 
Wheel Alining and Baleacing. : haa 


‘ ” 
oe : 

















aa ceadhiltedannampentiiliaincndiiatadain 
© Teer Contemary ewe Tires Ther loot idee The See pee baer 


ws — a coming wah ot Om 





BEAR =" 
yr 
=n ceonomeoennnomaee 


— 


= ——J4 








“That's telling ’em—and selling ’em. 
cars for best performance with ‘ethyl’ 
gasoline.” 

A Blackhawk Mfg 
has a screamer headline, “Big News 
from Blackhawk!” but the body copy 
on Nugget Wrenches is fine: 

NEW mechanics’ eyes will really pop 
when they see these beauties. And they're 
more than a nice design. Pick one up, 
feel how the palm-fitted, non-slip grip 
snuggles into your hand. Point out that 
it has no ugly grease-catching cross-knurls 
or blister-raising edge. Show mechanics 
how the Bullet Case speeds work, rolls on 
the job—is easily carried—and how 
wrenches can be “scooped” out with ease. 
Most important, emphasize the way super- 

Nuggets eliminate all need for 
either ye” or 4” drive wrenches. How 
their double-duty drive does all the work, 
saves 409% on wrench investment. Nug- 
gets money-saving features are your an 
chain store and tool peddler com- 


Company ad 


strength 


swer t 
petition 
How We Help You Make Money 
%& Walker Mfg. Company merchan- 
“Closed Window” 
in the Pos? 
It's here, the biggest payoff period in 
Gallery 


Ethyl Corporation 


dises its campaign 





Blackhawk Mfg. Company 





the muffler business—“Closed Wi. dow” 
Weather. Now, with car windows closed 
and car ventilation greatly reduced, rusty 
leaky Mufflers become dangerous. Here 
is the strongest, most powerful sale- stim 
ulator your dealers could ask fo:—the 
danger that lurks in a worn-out or defec 
tive muffler, ready to lash out and “ill, at 
any time. Get them to use it, anc keep 
them using it. Remember, Carbon M 
noxide strikes hardest in “Close: -Wir 
dow™ Weather 

Then there’s copy on why Walker 
Tuned” 


value in replacement 


“Individually Silencers are 


“the outstanding 
mufflers,” ending up: 

Tests indicate that under average driy 
ing conditions these finer premium qual 
ity Silencers will outlast ordinary steel 
mufflers, 2 to 1. Think of it! Twice the 
service—twice the customer satisfaction— 
for only a slight increase in cost! 

This is jobber copy. In the re 
pair shop magazines, the same ad has 

pretty clever panel showing the re- 
pair man in three poses. Under th 
heading, ““Here’s the quickest, easiest 
way to check on exhaust systems,” 
this copy: 

First You STOOP in back of t 
where the tail pipe sticks out. You know 
all tail pipes go first. 

Next You LOOK ‘ if the end 
the tail pipe is rusty and ragged, chances 
are the muffler is “shot,” too. 

Then You LISTEN at side of ca 
while driver “steps on the gas.” The 
noise tells you if the muffler is bad 
INSERTED. Written with 
FAXON 
promotion manager, 


COMPANY OF 


OK AS 
justifiable enthusiasm by T. 
HALL, | sales 
WALKER MFG. 
WISCONSIN, Racine, Wis., and L. T 
SOGARD, account executive, KEEL- 
ING & CO., 

Echlin Mfg. Company promotes its 
merchandising cabinet with copy de- 
scribing “adjustable shelf dividers”— 

Snap-in dividers make the MES 
adaptable for any size Echlin Assortment 
your business requires. When stock t 
quirements change, or new numbers cof 
into popularity, just snap out ar vider 

(Continued on Page 104 


Indianapolis, Ind. 


Bell Company 
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anornen //ore 
UNSEEN SALESMAN 





0-0. 0: 








THE BELL co. 


oo. ome 


























¢DISTRIBUTIO 


' 
i a 


TRANSPORTATION 


UST TO emphasize that we are starting the New Year right we want 
to point out that we really do practice what we preach. The success of 
Distribution Age is based on the axiom that distribution costs can be 

reduced by simplification, standardization and the careful integration of the 
eight basic phases of distribution; Handling, Transportation, Finance, 
Insurance, Warehousing, Packing & Packaging, Marketing, and Service & 
Maintenance. To quickly clarify and simplify the hard-hitting, helpful 
articles appearing in DA, each article will be labeled; at the running-foot, 
with one or more of the distributive subjects it integrates. This speedy 
reference will aid the 38,995* busy purchasing-executive readers interested 
in and responsible for effecting further distribution economies in their 


organizations. 





| 


ST Wilet: This top-flight, active readership is the circulation advertisers expect and 


get when appearing in Distribution Age. You can reach this concentrated 


market, vitally interested in money-and-time-saving distribution services and 





LMAINTENANCE _ 


equipment, economically and with results through the advertising columns 


of Distribution Age. Circulation break-down and rates on request. 


*Latest survey indicates 2.73 readers per copy 


ISTRIBUTION AGE 


TE MAGAZINE THAT INTEGRATES ALL PHASES OF DISTRIBUTION 
EAST 42nd STREET ©*© NEW YORK 17, N. Y. © Telephone: MUrray Hill 5-8600 





RESENTATIVES IN LOS ANGELES, CAL. * -SAN FRANCISCO, CAL. A cuures ® Puetication 
Ch OAGO, ILL. * PHILADELPHIA, PA. + CLEVELAND, O. + SEATTLE, WASH. 
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The Copy Chasers 


it in where you want it A 


and snay 
twist of the 
—and “quick, constant stock check” 


back of 


wrist does it 


Printed stocking diagram at 


every hel hows where dividers and 
part When the quantity of any 
part number falls below the proper level, 
the diagra 1ut itically tells you it’s 
time to reorder! 


teAnd we like the way American 
Chain & Cable Weed Chain 


scarcity problem off the hook: 
We Hated Last Winter 
You sent us letters ind 


you and you 


gets its 


telegrams 
wholesalers did—asking for 


Weed Tire 


more Chains than we could 
supply 

You told us how many years you've 
been selling Weed Chains 


You said your good customers just had 
to have Weeds 

A few of su said every time people 
saw a Weed Chain advertisement in a 
national magazine or newspaper, more of 
them came in and asked for Weeds which 





We Hated Last Winter 


Pow aout us leone ond wlegreme waumuing mur necnues! © « The 
— wholessiers did—eib- demand tor Wee . ao tess 


rm De 





Twe- Wey Grip — Right end Left 
200 Grippeng Powe 
Meel and Tee Acton 

Swert besser - Stop Shorter 

Mold Swreghte . Wee longer 





weep V/ BAR TIRE CHAINS 


Moms een 6 mow ry hee 9 now pe oe aren 








a ee en a Re nt Ne GR ee le ee Rg 








“. . . turning a disadvantage into an 
advantage.” 


It Was a Headache for All of Us 


Some even thought we should stop ad 
But we 


continuing our national 


had a good reason for 
advertising. The 
Weed Chains has been built 
up over a period of 43 years. Demand for 
Weeds is greater today than ever before 
largely because Weed 
never stopped 

Year after year, we have kept on tell 


vertising 


; 


demand iOr 
1 
nas 


advertising 


ing the people that winter driving without 


chains is unsafe—and that Weeds are 
the best buy in tire chains 
Some day—perhaps next winter—there 


will be enough Weed Chains for all who 


want them Meanwhile we suggest you 
place your order with your Weed Chain 
Distributor as early as possible 


104 




















at me Che oe ee eee 
—— eee Oe me, 
. . 





































Nice work, turning a disadvantage 
into an advantage. OK AS iNSERTED. 
Written by WALLACE MEYER, 


president, and MITCHELL MOON, 
both of REINCKE, MEYER & FINN, 
Chicago. 

One more—a dilly. Bell Company 
did it, and as we get it, the little ghost 
is one of the sales points for “Flare” 
brake fluid. 
102.) 

There are six sales points, and the 


(See “Gallery” on page 


ghost is in a different pose for each one: 
With cocktail shaker: “Mixes 
with all standard brake fluids.” 
Halo head: “Harmless to 
metal parts and cups.” 
In Sherlock 
of hydraulic 


over 


“No 


(we 


costume: loss 


pressure” don’t 
get it). 
Holding hammer and saw: “Can- 
not cause vapor lock.” 
He’s fat in this one: “Heavy body 
assures good sealing quality.” 
Covered with ice: “Operates per- 
fectly at extreme temperatures.” 
Closer inspection shows that it’s not 
one, but six brothers, named _ respec- 
tively, Mixer, Harmless, No Loss, No 
Lock, Heavy Bedy and Freezie. 
think 


work for nothing. 


Sometimes we we'd do this 
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T'S DANGEROUS “CLOSED-wInNDOwWw” 


. ad has a pretty clever ponel .. .’ 


And heres Me eurandiny - sive 
ope ee ower 

WALEED ledietuaty Toned bemoans 

wah genes ARMLO Alemimted Wee! Shelly 
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Motion Picture on Sewage 
Wins Film Competition 


“Clean Waters,” a 
G. Wolff, Hollywood producer, 
in the October, 1947, 
MARKETING, top 
mercially-sponsored motion 


won 


Festival in 


World 


which 


the 
movie, 


part ot 


Films of 

The 
duced as General 
surpassed motion 
63 other topflight 
organizations 


pictures 
industrial 


mercial 


film which 


honors in 
picture c 
petition recently held by the Inter: 
Chi 
Wolff Studios pr 
Electr 
panys “More Power to America 
prese! 


il 


The International Festival is ba 


the University of Chicago, the 


Film Council and the General Fi 
app 


of Women's Clubs. Final 
“Clean Waters” was made by 
vote 

Thirty State Health Departn 
General Federation of Womer 
and other organizations are usi! 
Waters” in their fight against 
lution. The film has been sent t 
Hawaii and Japan in similar can 


“ 


issue of INDUSTRIAL 


c 


Ce T 
series 


tod 
ec 


c 


ywecdt 


Pangborn Appoints VanSant, ! ugdale 


Pangborn Corporation, Hi 
Md., manufacturer of blast cle 
dust control equipment, has 
VanSant, Dugdale & Co., Bal! 
handle its advertising 


Mahon Joins Armstrong Ac artising 


John R. Mahon, former acc 
tive of Russell T. Gray, Inc., 
Armstrong Advertising Agency 


rstow! 


exec 





MacRAE'S Provides 


SPEED at the 
Moment of NEED 





Many thousands of purchasing and 
specifying officials favor MacRAE’S 
Blue Book for accuracy, manageability 
and immediate access to the buying 
information they require several times 
a day. All in one book, MacRAE’S is 
the complete purchasing guide of 
American Industry. 


For advertising rates, consult your agency or write 


MacRae’s Blue Book 
18 East Huron Street « CHICAGO 11, ILL. 


* _ Preferred for Reference q 


MacRAE'S BLUE BOOK is preferred 
for constant daily reference by thou- 
sands of important purchasing and 
specifying officials. For 54 years it 
has been the most complete, accurate, 
and easily accessible industrial pur- 
chasing directory al/ in one book. 


* The “Cream of the Crop” 


*K 


No single edition of any industrial 
reference directory circulates to more 
than one in eleven of the 200,000 
manufacturers of America. MacRAE'S 
BLUE BOOK 18,000 circulation 
reaches four of those eleven within 
five years and is sent unfailingly to 
the “cream of the crop” of purchasing 
and specifying agents every year. 


Proved Accuracy : 


The proved accuracy of this complete 
industrial directory of America is the 
result of unending compilation based 
upon time-tried experience. A large 
staff of especially trained personnel 
is continually at work checking, cor- 
recting, adding to and eliminating 
from the voluminous amount of data 
contained in each issue. 


Controlled Distribution 


Each year, 18,000 new copies are dis- 
tributed to 18,000 key purchasing 
and specifying officials in industrial 
America. This distribution is based 
entirely on buying power: that is, the 
capital rating of each company and 
its standing in industry. Each adver- 
tiser is assured that his message cir- 
culates to the largest units of his 
major market. 

Old copies are returned and re- 
distributed to a long waiting list of 
secondary firms. Redistribution of 
copies may continue for five successive 
years after publication. It is conserv- 
atively estimated that over 75,000 
copies are actually in service at any 
given time. 


Advertising. Effectiveness 


Keyed advertisements have proved 
in quality of inquiries—and resulting 
business in dollar volume per inquiry 
—that MacRAE'S BLUE BOOK main- 
tains a position of superiority and 
trust which is unique in the entire 
field of industrial advertising. 

In countless instances, purchasing 
agents to whom time is a precious 
commodity have stated their prefer- 
ence for this directory because the 
information is so quickly and easily 
secured. 


Your name in MacRAE'S BLUE BOOK 
is your most important advertising 
investment. 


2 Most Complete, Accurate and Easily Accessible Industrial Purchasing Directory | 
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Advertising Volume Figures for December Issues of 


Business Publications and Totals for 1947 and 1946 


Selected Business Papers Hold Substantial Volume in 1947 















One Year 1947 1946 Gain Gain 
Industrial eee 212,213 8,903 1.0 
Trade 80,673 76,282 + 4.391 60 
Class o° »9 472 29,740 268 Lf 
IUxport ‘ .. 15,629 15,197 + 452 2.8 

Total ; détauarden eee 333,432 3,948 






















industrial Group 


















































monthlies with standard 7 x 10-inch type page ; 
Pages Pages for Y« 
1947 1946 1947 19 
Machine & Tool Blue Book 
CGS ERD coccecevecesees 248 292 306 
Machimery ...--ceese- sooues 270 319 3660 408 e 
Manufacturers Record sia ieat 41 54 615 i44 
Marine Engineering & Ship- P 
ping Review ee 141 v 
Mass Transportation seueee 13 29 
Materials & Methods os 142 167 22 
Mechanical Engineering es 100 113 i4 d 
Mechanization seen 76 71 { 
Metal Finishing ‘ S4 69 
Metal Progress ‘ 116 131 
Milk Dealer eden 10¢ 96 2 
Milk Plant Monthly " : *68 *57 ' 
Mill & Factory ... ; 236 238 l 
Mining & Metallurgy .. , 27 28 
Modern Machine Shop....... 271 293 7 
Modern Packaging ....... *142 *141 
Modern Plastics *165 *185 - 






Modern Railroads 






















National Butter & Cheese 
Journal jewee 57 60 740 747 | 
National Petroleum News 
(w.). = ° os +04 1208 128 
National Provisioner (w.).... 140 144 1941 1874 
National Safety News . aye 60 58 R50 
Oil & Gas Journal (w.)...... */$503 *§505 6054 61 
Operating Engineer 118 { 350 
Organic Finishing ........... 12 14 158 






















Packaging Parade (95x12)... 46 13 624 
Paper Industry & Paper 

World ‘ cra ie eae 87 85 1049 
Paper Mill News (w.) oo +o 9§9129 *S101 1617 
Paper Trade Journal (w.) *§7230 *§230 2425 ator 
Petroleum Engineer . +138 +146 1897 é 
Petroleum Refiner a 160 184 2114 el3 
Pit & Quarry saws *104 *103 1619 l 
Power .. ; 218 2°26 PHS 2 
Power Plant Engineering 118 lll 1513 1508 
Practical Builder (1042x115) 27 29 $40 ov) 
Printing 63 52 770 ‘ 
Product Engineering *265 294 3326 ; 
Production Engineering 

& Management .. ‘ 72 86 97 
Products Finishing (442x6%¢) 81 69 102¢ 5 
Progressive Architecture 72 74 1054 





Purchasing 


Quick Frozen Foods & the 
Locker Plant - no 69 








Railway Age (w.) #211 220 3559 







Railway Engineering & Main- 

tenance — 55 65 735 568 
Railway Mechanical Engineer 120 146 1514 1704 
Railway Purchases & Stores 96 110 1344 
Railway Signaling beee 30 31 349 
Roads & Streets 76 75 964 






Rock Products 








Sewage Works Engineering 





Shears . - 62 60 i] 
Southern Power & Industry 81 102 105 
Steel (w.) 3 *'t458 ti96 5542 f 















Telephone Engineer , 47 

Telephony (w.) seve - *4105 *93 r+ 

Textile Industries . o< . 157 148 — 

Textile World . os 21 196 2561 ane 
Timberman apieth daeakien *108 *101 1314 T 
Tool & Die Journal (5x7%).. 106 124 1402 ré 
Tool Engineer ; 70 90 104¢ 

rraffic World (w.) : : 120 110 L42t W 








(Continued on Page 108) 
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For Productive Results— 
Advertise 


‘1In TSN 


With the December Business Paper edition of Standard Rate & 
Data, Transportation Supply News launched a year’s advertising 
program of three ads in each issue, in the following sections: 


Motor Truck 
Ye Materials Handling 
1M Railroad 


Here are reproduced the three different Standard Rate & Data 
advertisements which all reflect how your advertising in Trans- 
portation Supply News will assure you of tangible results—worth- 
while inquiries that you can convert into sales. 


Refer to Standard Rate & Data, or write us direct for complete 
details. 





STANDARD RATE & DATA SERVICE 
The National Authority 








€ 
vires we 
39 «ea . 


te 
-—_ par tractor qvide 
true 


ome in 


r448 : jes © . 
=p" o sing'* 
A 7 Conveyo’ 

44 id 1 756 reo 
in inquiries 


\ood 


¢ wer 

ae elumine™ a trom 
ed 65 Wael” ont 
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ron reo? i. 4eco! ang olnce® 


en 


(ransportation Supply News is affiliated with: Traffic "Re ements 2 
World weekly; Traffic World Daily; Traffic Bulletin orgs 
weekly World Ports, and the College of Advanced 


Traffic 
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|CONTINUED FROM Pac! 106] +2 
. ages 
Class Group 


Ad Volume Tabulation Advertising Age (w.) (10% 


American Funeral Director 
American Hairdresser 
American Restaurant 


1946 


16) 


Age Founta 
iurant Edition 
& Laundry World 


Management 


Zement 


Trade Group 


December 
Pages 
Export Group 
Americal Automobil 


now pub 


ia Engineer published its f t issue in O 
ncelude advertising in special Western 
ber, 1947 figure for INDUSTRIA 

‘7 instead of 194 


t not be quoted 


ngures mu 
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DECALS OFFER DURABLE 
LOW-COST IDENTIFICATION 


Decal trademarks, operating instruc- 
tions, patent data, etc., are easily and 
quickly applied on any commercial sur- 
face—in ‘any colors or size desired. Sim- 
ple Meyercord adhesive methods are 
adaptable to high speed production 


lines. Free technical service on request. 


COLORFUL DECAL SPOT WINDOW SIGNS 
SPUR SALES AT POINT-OF-PURCHASE 
Meyercord Decal signs do a color- 

ful selling job on dealer store win- 

dows, back-bars, mirrors, counters 

and doors. They're durable, wash- 


able and can be produced in any 
colors or size. Write for brochure 
illustrating use of Decal Signs. 





COLORFUL DECAL DECORATIONS 
STEP-UP PRODUCT EYE APPEAL 


TRUCK DECALS CONVERT “COST-FREE"” PANEL 
SPACE OVERNIGHT INTO MOBILE BILLBOARDS 


Economical for a dozen trucks or a 
thousand! Overnight application 
saves out-of-service loss. Investi- 
gate the advertising value of Meyer- 
cord’s weather-tested, durable 
Truck Decals. Write for brochure. 


Hundreds of stock designs are 
available. Exclusive designs on 
request. Easily applied at a frac- 
tion of hand-painting time and 
cost on wood, metal, plastic or 
glass. Washable. Durable. Write 





for free decorating information. 


oumder (Member lhagrphie c Technical 7 
Ike MEYERCORDZ 


World's Largest Decal Manufacturer 
CHICAGO 44, ILL. 


ADVE®TISERS! 
FLEET DWNERS! steed 
1 lim upply of these Meyercord Decal Window Sign and 5323 W. LAKE ST 


Truck al full-color brochures are available free to executives 
pe with advertising and fleet operation. They show hou 
eg u to use Decals. Mention brochure desired when writ- 
“mB. iny Le tterheads, please. Address Departme ni 71-1 
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1947 and 1946 Advertising Volume 


for Canadian Business Publications 
Canadian Papers Carry 5.3°% More Advertising in 1947 


One Year 


four 


inadian Shipping & Mar 


Engineering New 
‘anadian Transportation 
Canadian Woodworker 


Electrical Digest 


Electrical News & Engineer 


ing 

Engineeri: A 
Record 

Industria 

Leather 

Manufactu 
Engineering 

Modern Power 
ing 

Plant Admini 

Pre-Cambrian 

Pulp & Paper NI 
Canada 

Shoe & Lé ither Tot 

Timber of Canada 

Western Business 
try 


Total 


Trade Group 
Canadian Automoti 
Canadian Baker 
‘anadian Blacksmit 

er & Repairmar 
“‘anadian Baker 
‘anadian Rook 
7%) 
‘anadian 
‘anadiar 
Magazi: 
Canadiar 
Cigar & 
Drug Mer 
me.) 


Food in C 


NOTE The 


WICE yearly INpustTrRiar 


Page 
1947 1946 Gain Gain 
1.79 0.804 n 193 {8 
/ 1.086 hoo 
S49 M77 4.2 


16.604 


2.456 
ty pe 
Pag 
1947 
] I de Journal of Canada 640 
Furniture & Furnishing 1044 
yeneral Mer« int of Canada 
(bi-mo.) 
Hardware & Metal (bi-w 
Laundry & Dy Cleaning 
Journal of Canada 
L,’ Epicier 
LA Prix ( 
Maritim«s 
(6% x 10) 
Men's Weal 
(85/16 x 1 
Modern El 
lising 
Motor Boo 
Motor 
Motor 
Mot 
Paint 
tracto ) 
Radio & Appliance Sal 
Radio Trade Builder 
Sanitary Engineer ‘lumber! 
& Steamfitter of Canada 
Style (quarterly) (8 5/16x12) 
Trade & Canadian Jeweler 
Western Canada Coal Review 


Class Group 
Bus & Truck Tran 
Canada 
Business Management 
Canadian Advertising (qua! 
terly) (8%4x10%) TT 
Canadian Business 
Canadian Doctor (4%x6%) 
‘anadian Hospital 
Canadian Hotel Review & 
Restaurant , 
‘anadian Journal of Com 
parative Medicine (5x7) 
‘anadian Medical Associa- 
tion Journal (6%x10) 
‘anadian Underwriter (semi 
mo.) . . 
Financial Post (w.) (16%x 
21%) , 
Hote «& Restaurant Maga 
zine 
Journal of Canadian Dental 
Association (5 x 8) 
Life Underwriters News 
Marketing (w.) (S'%x12%) 
School Progre (quarterly) 
Western Fisheri 


Total 
* Includes 
Estimated 


} issues 


sues 


ed without permission 


MARKETING publishes the advertising volume 


figures of a representative group of Canadian business publications, divided 


into industrial, trade and class groups on the basis of editorial direction. 
The above tabulation reveals that the 81 Canadian papers included show an 


average gain of 5.3% for business paper advertising in 1947 as compared to 1946. 


The page increase for 1947 amounts to 2,456 pages. 


In individual classifications, the 3 


papers in the industrial group show an in- 


crease of 993 pages in 1947 for an average gain of 4.8°% over 1946. 


> 


The largest gain is in the trade group. The 32 papers in this classification 
report 1,086 more pages of advertising in 1947 than in the comparable period of 


1946. The average gain is 6.5°%. 


Class magazines also show an increase. The 17 papers in this group show an 


average gain of 4.2% 
177 


to 


110 


for 1947. The page increase for 1947 in this group amounts 


[CONTINUED FROM PacGE 41] 
A Plea for Brevity 


that it becomes a “stopper.” Simil. rly, 
newspaper rewrite men try to put the 
most important part of the news nto 
the headline. However, business jour- 
nal editors often are content with the 
relatively flat topical or genera! zed 
headline. 

The point is illustrated by 
two headlines: 

“A STORY OF TWO ANIMA 
and 

“HOW THE CROW FOOLED 
THE FOX WITH A PIECE O 

CHEESE” 

—one is general, the other spec 
This technique can be applied to 
business journal article. For insta: 
take the flat headline— 

“LABOR RELATIONS AT FORD 

MOTOR CO.” 

contrasted with 

“SHULMAN—THE ONE MAN 
OBEYED BY BOTH MANAGE- 

MENT AND LABOR AT FORD” 

Story suggesting headlines, aided by 
subheads spaced throughout the ar 
ticle, do more than catch the eye; they 
give a quick glimpse of the story. In 
a minimum of time they tell the reader 


whether to pass by or read on. 


Using Pictures With a Point 


The third short cut to understand- 
ing is illustration. So many ideas can be 
imparted more emphatically by pic- 
ture or explained more clearly by dia- 
gram that ad men use one-half their 
precious space for illustration. Some il- 
lustrations, like the photo of the out- 
side of a building used to illustrate an 
article on the processes inside, waste as 
much space as wordy text. The helpful 
pictures are the pictures with a point, 
pictures that tell the story, pictures 
that show how a process works, how 
an operation is performed, how an ar- 
ticle is constructed. Such graphic stor) 


telling requires liberal use of labelled 
cut- 


diagrams, posed close-ups and 
away perspectives of the type so muc 
used in technical advertising. 
All this boils down to three s nple 

suggestions: 

1. Select the significant. 

2. Tell it in heads and subheads. 

3. Use pictures with a poin 
To be rigorously consistent | pet 
haps should have followed my ow® 
fined 


preachings on brevity, and c 
cons 


this article to these three sugg 
oh well, even advertising me 


aren’t perfect! 
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SUCCESSFUL EXMIEITE JUST OONT HAPPEN 
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PHN é NATIONAL ASSOCIATION 
| AL OF PURCHASING AGENTS. ~ 
i M INFORM-A-SHOW 
>) ow Yor 
oar 


MOST WFORMATIVE CXHIRT 


GEARED fe “INDUSTRY 


The qualifications of a good exhibit were given 
fitting recognition when Consolidation Coal Com- 
pany was given the award for the ‘most inform- 
ative exhibit’ at the 1947. Inform-A-Show. 
Interpreting the exhibitor’s story to have it in- 
teresting, and at the same time informative, is 
a basic requirement for all successful exhibits. 


ax 
me 











Sa 


Above, action and drama marked Abbott Labora- 
tories 60-ft. exhibit, the talk of the 1947 Medical 
Show in Atlantic City. 


Below, Marlow Pump's exhibit at the 1947 Mining Congress had 
elcome’ feeling for show visitors. 


TTT : 
OW MINE GATHERING PUMPS 
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Focal point of the Abbott presentation 
was this miniature Operating Room where 
a 12-minute recorded drama was enacted 
by five little figures whose lips and 
actions were perfectly syncronized with 
the sound. 


SUCCESSFUL EXHIBITS JUST DON'T HAPPEN 
THEY ARE DESIGNED AND PLANNED FOR SUCCESS 


477 Melwood Street 
Pittsburgh 13, Pa. + MAyflower 9443 
SALES AND DESIGN OFFICES 
New York... 516 Fifth Avenue, New York 18, N.Y., Vanderbilt 6-2622 
Chicago... 185 N. Wabash Avenue, Chicago 1, Ill, Andover 2776 
Detroit... 810 Book Tower Building, Detroit 26, Mich., Randolph 3557 





@ AIRPORTS is the only publication 
published especially and exclusively 
for the airport market — for the men 
who plan, operate or manage the air- 
ports of America and the important 
aviation businesses on airports. 


@ AIRPORTS is first in authoritative 
presentation of everything affecting 
aviaiion through airports. Examples 
of its initiative are its comprehensive 
surveys, its annual Haire Airports 
Awards, its leadership on the promo- 
tion of U.S. Skyway 1, the “Lincoln 
Highway of the Air.” 


OURS 


HE ASK 


you 


FoR T 


This com 
the sign t 
> Mm = Pp 
I 0 2 analy ais 
arket. cts, figure® 


7 
eurvey group 


n. 
2 informatio 

rketing 
and ma 


Pier euure 
nd Future 


To Sell Airports, the Market... 


Use AIRPORTS, the Magazine 


AIRPORTS 


A HAIRE PUBLICATION 
1170 BROADWAY, NEW YORK 1, N.Y. 











BY BOYCE Ciaig 





“H OW do you manage to get so 
much ‘business’ in your in- 
dustrial ads?” I asked the man before 
me. “Every word seems to carry a 
sales point, and your message never 
seems to bog down.” 

“Aw, you’re just saying that,” he 
replied modestly. 


“And I 


, 


“I know I am,” I said. 


mean it. How do you do it?’ 


“I’m afraid to tell you,” he replied. 
downright 


But he did tell me. 


“You might think me 
dopey.” 

“We run full page ads in about 20 
magazines,” he said. ‘The sales theme 
is pretty well defined, because we con- 
sult our salesmen in the field, top man- 
agement fortunately knows our well- 
defined markets—so my job is prin- 
cipally to write the sales message. 

“I do it by drawing a one-sixth page 
ad size on a piece of paper, and pro- 


ceed to fill Obviously, such small 
space has no room for long meaning- 
less leads, padded middle, and super- 
fluous phrases. It must be solid, com- 


pact, to the point. 


“When I have written the copy, | 
back away and look at it. This is 
the skeleton for my full page ad. I 
then proceed to enlarge on all the 
brought out, ‘reason 


points giving 


[CONTINUED FROM PaGE 37] 


GM Exhibit 


in installing the 1,100 lineal feet of 


exhibits and displays. Building walls 
had to be pierced, and the Chicago 
museum this is no mean job. For the 
(1893) the 


was fire-proofed to house the 


Columbian Exposition 
| uilding 
fine art exhibits, which in those days 
called for solid brick walls, 36 inches 
thick. 
30,000 Visitors Per Week 

The difficulties, however, were 
minor compared to the over-all success 
of the program. According to Major 


Lenox R. Lohr, 


seum, more than 150,000 visitors have 


president of the mu- 
sone through the Motorama in the 
first five weeks. The impression they 
take away was summarized by C. E. 
president of General Motors, 


“Men left free 


Wilson, 
it the formal opening 
to improve the lot of foam and 
wonderful 


their fellow men made 


progress in less than a lifetime.” 


why,’ ‘what’ and ‘how.’ In inst: »ces, 
though, I have not touched the . opy, 
and it has gone into a full page ad ‘as 
is.” Such copy has pulled like a ‘cam 
of horses, and has made us realize that 
it is what you say, and it és how you 
say it, that makes an ad successful. 
“An interesting, informative llus- 
tration, with clear headline and con- 
cise copy is what we aim for. And 
by concise copy I mean, as I’ve said, 
copy that tells the story but doesn’t 
wander all over the lot.” 

He thumbed through a magazine 
on his desk. 

“See? Not many small advertise- 
ments in industrial papers nowadays. 
They’ve all gone to big space, and de- 


cidedly 


have forgotttn their small days when 


right, but in so going they 


they could afford to run only one-sixth 
page ads, the kind of copy that sold 
and made it possible to use more space 
We are trying NOT to forget thos 
first days, and are applying the direct 
selling theme to our big color ads 
So far it has brought us all sorts of 
good results.” 

That, fella, is a bit of all right 


And see? 


I’m not laughing at your 
system of writing copy—but passing 
it along and hope others will use 
when they write that next ad! 


Northwestern University, 
IEA to Sponsor Course in 
Industrial Journalism 


The Fourth Annual 
trial journalism, jointly 
Industrial Editors Association of ‘ 
and Northwestern University’s 
School of Journalism, will be hel 
18, 19, and 20 at Thorne Hall, 
classrooms at the university's 

ampus 

Kenneth 
School of : irt ism, and 


Watson, dean of Medill’s 


s 24 ‘ 
campus, WIil ne p arrange the 


Institute 
sponsore 


] 


A closing banquet Friday eve: 
20, will top off the three-day set 
Hugh W 
‘The Carbuilder,” 
Mig. Company, 


the spec ial 


Foster, associate e 
Pullman Star 
Chicago, is cl 

Gerald R 


Americ an 


course 
managing editor of 
man, official publication of the 
Foundrymen’s Association, Chica 


chairman 
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toWil-w y=) See 
BE FIRST 


=. AMONG MAGAZINES 
MOST HELPFUL IN 
ACTUAL PLANT OPERATIONS 


MAGAZINES WHICH ARE- MOST HELPFUL 
IN ACTUAL PLANT OPERATIONS 
by percentage of reader-preference 





When INDUSTRIAL AND ENGINEERING CHEMISTRY 
5% 10% 15% 2% 2% 3% 35% 


publishes new information on developments in the 


process industries, it does so in a thorough and 
comprehensive way—the only way which interests INDUSTRIAL AND ENGINEERING CHEMISTRY 


and satisfies the chemical engineers and chemists 


Published by the world-wide American Chemi- 
cal Society, I& EC’s articles are written by experts 
and reviewed by specialists, cover every phase of aS" 
industrial operations where chemistry applies. 

These few basic precepts of realistic publishing MAGAZINE “D” 


are among the many which make I&EC rate first 





among all magazines serving the process industries nOarinEe “e*| 
as being most helpful to readers in actual plant 

| 
operations ...the point at which your product is 
MAGAZINE ‘‘F’’ 


| 


—or is not—considered and specified for purchase. 


AGAZINE “G”’ 


| 


rt 





MAGAZINE “’H’ | 











Ask your Reinhold representative for the further facts revealed by 
an important survey made among buying men and without regard 
to any subscription lists. 


BE FIRST 
with the best... 


INDUSTRIAL: ENGINEERING CHEMISTRY 


Published by the American Chemical Society. Advertising Managed by: 


REINHOLD PUBLISHING CORPORATION 


NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND «+ ST. LOUIS + SAN FRANCISCO + LOS ANGELES 
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A record of the activities and plans 
of the National Industrial Advertisers 
Association and of its 26 chapters. 


N.1 A.A. 


News 


Chairman of the Board: WILLIAM A. MARSTELLER, manager, Advertising 
and Market Research, Rockwell Mfg. Company, Pittsburgh, Pa. 


President and General Manager: W. LANE WITT. 
National Headquarters: 542 S. Dearborn St., Chicago 5. 





Pittsburgh Chapter to Sponsor 
Industrial Advertising Show 


ITTSBURGH’S first industrial ad- 
vertising exposition, sponsored by 
members of the Pittsburgh Industrial 
Advertising Council, will be held Feb. 
; at the Roosevelt Hotel. 
The day-long show will feature 
graphic advertising and market pro- 
motion techniques employed by in- 
dustries in Pittsburgh’s trading dis- 
trict during 1947. The purpose of 
the exposition is three-fold: 

1. To permit Pittsburgh indus- 
trial marketing men to show pub- 
licly the best of their 1947 work. 

2. To provide marketing men an 
opportunity to review and evaluate 
related promotional programs. 

3. To display to top manage- 
ment not only some of the best of 
advertising and promotional meth- 
ods, but their important contribu- 


tion to industrial marketing. 


Displays to Be Varied 


Exhibits will include industrial and 
business executive publication adver- 
tisements, technical bulletins and 
booklets, industrial catalogs, annual 
company reports and financial state- 
ments, direct mail pieces, company 
external 


internal and publications, 


publicity and public relations cam- 
paigns, industrial relations programs, 
sales presentations, and promotional 


material for jobbers and dealers. 


Any Pittsburgh industrial company, 
suppliers to industrial marketing or- 
ganizations, or qualified advertising 
agencies within a 50-mile radius of 
the city’s trading district, may par- 
ticipate in the exposition. 

Robert I. 
nois Steel Corporation, past president 
of the Pittsburgh chapter of NIAA, 


Ritchey, Carnegie-Illi- 


will serve as general chairman of the 


(Continued on Page 116) 
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January Programs 
of NIAA Chapters 











Baltimore, Md., Jan. 20: 
Burnham Finney, editor, American Ma- 
chinist: “Marketing to the Metal Indus- 
try.” 6:30 p.m., Lord Baltimore Hotel. 

Chicago, Jan. 12: 
Henry Abt, president of the Brand 
Names Foundation: “Are Consumer 
and Industrial Advertising So Differ- 
ent?” and Beverly W. Pattishall, trade- 
mark lawyer, Rogers & Pattishall. For 
the January meeting only, 6:00 p.m., at 
Merchants & Manufacturers Club, Mer- 
chandise Mart, Chicago. 

Yolumbus, O., Jan. 22: 

Homer Winkler, director of printing 
arts research, Battelle Memorial Insti- 
tute: “Plastic Electro Molds as an Aid 
to Mechanical Production Cost Reduc- 
tion.” 6:00 p.m., American Legion Hall. 

Detroit, Jan. 13: 
“Industrial Marketers of Detroit Proj- 
ect of the Year.” 12:00 noon, Wardell- 
Sheraton Hotel. 

Detroit, Jan. 27: 
James O. Peck, vice-president, Putnam 
Publishing Company. 5:45 p.m., War- 
dell-Sheraton Hotel. 

Milwaukee, Jan. 8: 
William K. Beard Jr., vice-president, 
McGraw-Hill Publishing Company: 
“Working at Mechanized Selling.” 6:30 
p.m., Plankinton Hotel. 

Minnesota, Jan. 13: 

W. Lane Witt, president and general 


a ~) 


manager of NIAA: “What NIAA 
Stands For.” 6:30 p.m., St. Paul Ath. 
letic Club. 

New Jersey, Jan. 21: 
Dr. Vergil D. Reed, associate director 
of research, J. Walter Thompson Com- 
pany: “Where to Look for Industrial 
Marketing Information.” 7:00 p.m, 
Essex House, Newark. 

New York, Jan. 12: 
John C. Caples, vice-president, Batten, 
Barton, Durstine & Osborn: “Tested 
Advertising Methods.” 6:00 p.m., Bel- 
mont-Plaza Hotel. 

Philadelphia, Jan. 8: 
Dr. John Jenkins, University of Mary- 
land: “Readership of Copy.” 7:00 p.m, 
Penn Sheraton Hotel. 

Pittsburgh, Jan. 8: 
John C. Maddox, director of research, 
Fuller & Smith & Ross, and John C. 
Spurr, director of research, McGraw- 
Hill Publishing Company: “How and 
Why Repeating Ads Can Save Money.” 
6:00 p.m., University Club. 

Rochester, N. Y., Jan. 27: 
Editors of Modern Industry: “What's 
Ahead ?” 7:00 p.m., Casa Lorenzo 

San Francisco, Jan. 19: 
Round table: “What I Consider to Be 
Industrial Advertising’s Greatest Weak- 
ness.” 5:30 p.m., St. Julian Restaurant. 

Toronto, Jan. 22: 
William A. Marsteller, manager, ad- 
vertising and market research, Rock- 
well Mfg. Company, and chairman of 
the board of NIAA: “How to Earn 
More in Industrial Advertising.” 6:15 
p.m., Royal York Hotel. 

Youngstown, O., Jan. 15: 
John W. Love, business editor, Cleve 
land Press. 7:00 p.m., Tod Hotel. 





CIAA'S DECEMBER MEETING—(Left) L. E. Crist, McGraw-Hill Publishing Comp 


Brick Miller, Standard Oil Company of Indiana, look over the December issue of Copy 


monthly publication of the Chicago Industrial Advertisers Association. (Center) Hoyt 
Benjamin Electric Mfg. Company, addresses CIAA members on “How the Sales Prom 
Advertising Department Can Help Management Develop Better Employe Relations 
Henry W. Tymick, The Buchen Company, chairman of CIAA's hospitality and attend 


Steele 
on anc 
{ Right) 


e com 


mittee, welcomes Waldo G. Schnell, Schnell-Mills, Inc., to the December eeting 
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Whatever you do, make the 
A.S.M.E. CATALOG your 
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Discover The Value Of 


Showing Your Products This Way 


When the engineers who put the final O.K. on equipment and materials and 
parts come to the point of needing information they want it quickly. First 
requirement is to know WHO’S WHO in any particular field of equipment 
or materials or parts. Their first source of such information is the A.S.M.E. 
MECHANICAL CATALOG AND DIRECTORY. 

This 37-year-old guide to Who makes What for industry is based on engineer- 
ing needs, as specified by the engineers themselves. It is comprehensive and 
compact. It is on the job when orders are in-the-making. 

When your product information appears in the A.S.M.E. CATALOG it will 
have the basic distribution which assures effectiveness among the effective men 
of industry at the most effective time... 


specifying and buying time. 


~ 





y, 





is NOW... 
beginning 





— 
its 37th year of bringing together the WHO'S WHO 


in buying and specifying and the WHO’S WHO in the manu- 
facture of equipment and materials and parts to be specified 


and bought. 


Descriptive information about YOUR products appearing 


in the A.S.M.E. CATALOG will be an effective openin 
for your salesmen and for all the service you are prepar 


For space reservation, address 


_Midwest Office: 400 West Madison Street, Chicago 6, Ill. 


wedge 
to give. 
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Same Theatre... 
Vk le 


@ In the theatre composed of the Middle Atlantic Area, 
CONSTRUCTIONEER ... the basic publication of the 
construction industry is being read by a larger 
audience than ever before. 


More than 8,500 contractors, engineers and Public Works 
Officials are included in this audience individuals 
with power to purchase the equipment you sell. 


You'll find advertising in each and every issue of Con- 
structioneer . the only audited construction publica- 
tion in this five-state area... the surest way of reaching 
the men with the spending power in this 2-billion dol- 
lar market. 


229 State st. CONSTRUCTIONEER Harrisburg, Pa. 
Editorial Office: 78 State St., Albany, N. Y. 


new vou 


Constructioneer 
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**f couldn't keep house without the 
Market Data Books. | use it more than any 


other source of information. On two special occasions | actually 
placed contracts with publications advertising in your book who 
were not contacting me. | cannot imagine how an industrial ad- 
vertising manager could do without the combination of Indus- 
trial Marketing and The Market Data Book. My book is generally 
about worn out by the time a new edition is available." 


—W. W. French 
Director of Sales Promotion 
Dodge Manufacturing Corporation 
Mishawaka, Indiana 











INDUSTRIAL MARKETING, Januc 


[ CONTINUED FROM PaGE 114] 


NIAA News 


exposition. Assisting Mr. Ritch: y are 
the following committee chairm: 

Robert H. Caffee, W. G. Joh aston 
Company, administrative chai: man 
Robert C. Myers, Carnegie-! |inois 
Steel Corporation, vice-chairman: Ben. 
nett S. Chapple Jr., U. S. Steel Cor- 
poration, in charge of fimance and 
ticket sales: D. ee McDonald, \ alker 
& Downing, in charge of publicity 
and promotion; W. L. MeQuillen, Pit: 
Studios, in charge of arrangements; 
Kobert E. Grove, Ketchum, MacLeod 
& Grove, in charge of awards, and 
Harold S. Downing, Walker & Down- 
ing, in charge of the reception com. 
mittee. 

Other committee members are C. J 
Robinson, Gardner Displays, chairman 
ot sales and production; R. R 
Mumma, Carnegie-Illinois Steel Cor- 
poration, vice-chairman; J. H. Thom. 
son, Westinghouse Electric Corpora 
tion; J. A. Burgess, Gulf Refining 
Corporation; A. L. Hohman, Blaw. 
Knox Company; V. M. McClure, W 
S Hill Company; I. H. Bloom, Direct 
Mail Service; Homer B. Kline, Eddy 
Press Corporation; E. T. Giles 
Ketchum, MacLeod & Grove; Henr 
F. Reuter, Reuter & Bragdon, ané 
Harold Hoffman, Carnegie-Illino 
Steel Corporation. 


Industrial executives, promotion ane 
advertising personnel, executives 
graphic arts enterprises, advertising 
agencies and publications, and mat 
keting student groups are encouraged 
to attend the exposition. 

Complimentary tickets distribute 
by exhibitors will be honored betwee 
10:00 a.m. and 3:00 p.m. Paid a 
missions, costing $6, will be honore 
any time between 10:00 a.m. and | 
pm., and will entitle the holder ' 
the cocktail party at 5:00 p.m., a 
the buffet supper to be served betwee! 


6:00 and 8:00 p.m. 


e CIAA Hears Talks 
by Steele, Apsey 
Hoyt P. Steele, vice-pres nt 
Benjamin Electric Mfg. Comp. ny, 
J. F. Apsey Jr., advertising anag 


of Black & Decker Mfg. C »mpanl 


shared speaking honors in ~ doub 
featured program at the Dec. 3 me 
ing of the Chicago Industri Adve 
tisers Association at the Build: s’ lul 

Mr. Steele, speaking on “| low ™ 


(Continued on Page | 
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If you have a product or service to sell to hospitals naturally you 


want to reach the maximum number of the hospital executives 
directly influential in purchasing equipment, supplies or services 
necessary in the maintenance. operation or construction of 


hospitals! 


These are the “superintendents, owners, medical directors, presi- 
dents of board of directors, department heads and other persons 
in charge”. . . the first classification as shown in paragraph 11 
of the A.B.C. Publisher’s Statements. 


Hospital Management not only has a substantial lead in this 
classification over the 2nd A.B.C. publication in the hospital 
field . . . but especially valuable to you—it has 502 greater 
circulation among these executives in hospitals within the 


United States!* 


Hospital circulation within the U. S. is derived from the A.B.C. 
Publisher’s Statements by applying the first percentage figure 
in paragraph 10 to the total U. S. circulation as shown in 


paragraph LI. 


The Only Hospital Publi- 
cation which is a member KABC) 


industrial 
MARKET 
oy Ge We lele) 4 100 E. OHIO a CHICAGO I! 





) wee for the LARGEST NET PAID 
HOSPITAL CIRCULATION 
Sip Sal ever obtained by any 


anagement ‘publication at any time! 


of both the ABC and ABP x. ame 
FOR DETAILED 
a3 tein DATA 
INDUSTRIAL MARKETING’S 
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Sales Promotion and Advertising De- 
partment Can Help Management De- 
velop Better Employe Relations,” cited 
a case history of his company’s highly 
successful employe and community 
relations program. 

He outlined in detail the elements 
of Benjamin Electric’s relationship 
with its employes, including its deal- 
ings with the union. He told of the 
open house, local newspaper advertis- 
ing, close cooperation with the Cham- 
ber of Commerce, and numerous other 
activities all aimed to keep the em- 
ploye and the community informed 
about the company. 

In conclusion, Mr. Steele listed three 
prerequisites for a successful employe 
relations program: 

‘1. Benjamin Electric’s program 
isn’t a 100°; solution to all of our 
employe problems, but it is a definite 
help. 

“2. Like product advertising, 
you have to be at it continually. 

"3. An effective employe-com- 
munity relations program is a job 
that can be best accomplished by 
close cooperation between the ad- 
vertising and sales promotion de- 
partments.” 

W. Lane Witt, president and gen- 
cral manager of NIAA, introduced Mr. 
Apsey who pointed out some of the 
highlights on the Continuing Study 
of Business Paper Readership being 
conducted by the Advertising Re- 
search Foundation. 

Mr. Apsey, a director of the ARF 
and chairman of the administrative 
committee of the Continuing Study, 
showed a series of slides which illus- 
trated the revealing conclusions from 
pilot studies of The Foundry and 


Chemical Engineering. 


e@ Philadelphia Chapter Hears 
Speeches on Direct Mail 


Members of the Eastern Industrial 
Advertisers, Philadelphia chapter of 
NIAA, heard suggestions for making 
their direct mail advertising more ef- 
tective at the Dec. 4 meeting at the 
Penn-Sheraton Hotel. 

W. D. Molitor, sales director of Ed- 
ward Stern & Co., shared speaking 
honors with Ed Mayer, president of 
James Gray, Inc. Mr. Molitor spoke 
on “The Factors That Make Direct 
Mail More Acceptable,”” Mr. Mayer 
discussed the place for direct mail in 


5 


(Continued on Page 22) 
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Your Brwwe Moferente 


| foe Wtankegee cord Wadtie!/ 


The INDUSTRIAL MARKET DATA BOOK is the only reference book that contains 


basic statistical data on all industries and trade markets and detailed information on 


the publications serving these markets. This outstanding service to industrial sales 


and advertising executives is an exclusive annual feature of Industrial Marketing. 


Ladle, The 


Locker Plants and Frosted 
Foods 


Machinery 
Maclean-Hunter Publ. Corp 
MacRae’s Blue Book 


Manufacturing Confectioner, The 


acturing Confectioner 
Co., The 





acturers Record 
ifacturers Record Publ. Co 
Marine Catalog and Buyers’ 

Di tory 





Marine Engineering & Shipping 
Review 


Marine News 

Mass Transportation 

Materials & Methods 
McGraw-Hill Catalog Service 
McGraw-Hill Digest 
McGraw-Hill International Corp 
McGraw-Hill Publishing Co 


Mechanical Engineering 
Metal Finishing 
Meta! justry Publishing Co. 
Michi; Contractor & Builder 
Mid-West Contractor 
Milk er, The 
Milk Plont Monthly 

Mill & Yactory 
Mill § lies 
Mining i Metallurgy 

Minin; italogs 

Missi i Valley Contractor 
Moder ickaging 

M de astics 
M ler ilroads 

Moti ture Herald 

Motor 

~ee sottlers’ Gazette 
"aa susiness Publications, 
._~ itter and Cheese 
er {ilk Publ. Co., Inc 
“er t filler Publications 
ee : visioner 

he I nd Construction 
a Collins Co. 

‘cur Hazards 


INDUS 


Office Appliance Co., The 
Office Appliances 

Olsen Publishing Co 
Operating Engineer 

Organic Finishing 

Packaging Parade 

Palmerton Publ. Co., Inc. 
Panamerican Publishing Co 
Paper and Pulp Mill Catalogue 


Paper Industry and Paper World 
The 


Paper Mill News 

Petroleum Engineer, The 
Pharmacy International 

Pit & Quarry 

Pit and Quarry Handbook 
Plant Engineering 

Plant Purchasing Directory 
Plastics Buyer, The 

Plastics World 

Plumbing and Heating Business 
Plumbing and Heating Journal 


Plumbing and Heating 
Wholesaler 


Power 

Power Generation 

Powers’ Road and Street 
Catalog 

Practical Builder 

Practical Publications, Inc. 

Proceedings of the I.R.E. 

Product Design & Development 

Product Engineering 


Production Engineering & 
Management 


Product News 

Progressive Architecture 

Public Works Magazine 

Publishers’ Auxiliary, The 

Pulp & Paper Magazine of 
Canada 

Purchasing 

Qualified Contractor 

Quigley Publications 

Railway Age 

Railway Engineering and 
Maintenance 

Railway Mechanical Engineer 

Railway Purchases and Stores 
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Railway Signaling 

Refrigeration Industry, The 

Reinhold Publ. Co. 

Revista de Comercio 

Revista Diesel 

Roads and Streets 

Rock Products 

Roofing Year Book 

Rubber Age, The 

Rubber Red Book 

Scott-Choate Publ. Co 

Screw Machine Engineering 

Screw Machine Publ. Co., Inc 

Sewage Works Engineering 

Sheet Metal Worker 

Shop 

Simmons-Boardman Publ. Corp. 

Slocum Publishing Co. 

Smith Publishing Co., W. R. C 

Snips Magazine, The 

Southern Automotive Journal 

Southern Building Supplies 

Southern Hardware 

Southern Lumber Journal and 
Building Material Dealer 

Southern Power and Industry 

Southern Pulp & Paper 
Manufacturer 

Southwest Builder & Contractor 

Surplus Record 


Sweet’s File, Architectural, 
Builders Engineering 





Sweet's File, Mechanical 
Industries 


Sweet's File for Power Plants 
Sweet's File, Process Industries 
Sweet's File, Product Designers 
Taxicab Industry, The 
Technical Publishing Co. 


Telephone Engineering and 
Management 


Telephone Engineer Publ. Corp. 
Texas Contractor 

Textile Catalogs 

Textile Industries 

Textiles Panamericanos 

Thomas Publishing Co. 


Thomas’ Register of American 
Manufacturers 


Trafic World 

United Roofer 
Urner-Barry Co. 

Vance Publishing Co 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Builder 

Western Newspaper Union 
Wood 

Wood Products 

World Ports 

World's Business & Guia 
Yachting 

Yachting Publishing Corp. 
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industries. Award certificates 


= {| CONTINUED FROM PacE 118] 
In Mexico. Cuba. to Indemnity Insurance Compa: 


NIAA News North America, Edward Stern & 


Central and Astell & Jones, and Hercules Px 
industrial advertis- 7 
Wyeth, Inc., Shar; 


the well balanced 
e Company. 
South America er Dohme, and Roland G. E. Ullma: 
As past-president of the Direct Mail ganization received merit awards 
Advertisers Association, Mr. Mayer William H. Collins, Scott 
presented award certificates to com- Company, announced his resig: 
panies in the Philadelphia area for the as president of EIA to assume 
best use of direct mail by individual (Continued on Page 124) 


nearly every textile 
manufacturer reads 


TEXTILES 
Panamericanos 


Just look how "mill-town" has grown! 
Today, textiles are Latin-America's 
largest processing industry. When you 
have sold the textile mills you've sold 
the laraest part : | atin-American 


mausctr 
NQUSTTYy 


! 


Export-wise sales and advertising man- 


agers who have 4 product used in any 
way tor textile ell the textile indus- 
tries tirst ... Then ao atter The scat- 


tered maier industrial piece 
In more than one country, textile op- 


erations are greater than ALL other 
processing activities combined. 


Latin-Amer ) textile 
han « hare , 
INDIVIDUAL DRIVE MOTORS 
PUMPS, COMPRESSORS, VALVES 
STEAM TRAPS, LUBRICANTS 
VARIABLE SPEED CONTROLS 
HUMIDIFICATION AND MATERIALS 
HANDLING EQUIPMENT 


tor export 


J 


This maaniticent market Nn be inten 

sively covered with one, one only, 

business journal published in Spanish 

(including hundreds of paid subscrip- 

tions in Brazil) exclusively for Latin- 

Amer ) ‘ manutacturers 
surprisingly 

& 


MIMA CAMERA ENTHUSIASTS—Members of the Milwaukee Industrial Marketers As 
held their December meeting at the Pohlman Camera Studios, where they learned w! 


PAN AMERICAN in photographic equipment and techniques. (Top) E. A. Brysdorfer (left), Eastme 
Company, and Art Pohiman (right), Pohlman Studios, who shared the speaker's rost 

PUBLISHING co. INC. ing the evening, show some photo pointers to A. R. Tofte, Allis-Chalmers Mfg. 
, president of the Milwaukee chapter of NIAA. (Center and bottom photos) Profess 

amateur camera fans, who are MIMA members, experiment with studio models and 
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570 Seventh Avenue, New York 18, N. Y. 
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Watch the South 


1948, like 1947, is going to be another big year of 
Industrial Expansion in the South and Southwest! 


Typical of current Southern industrial expansion is the large new plant 
of Combustion Engineering Co., Chattanooga, Tenn. Completed in 


late 1947, Combustion is now producing therein domestic water heaters 
at the rate of one every 40 seconds. 


IN ITS December issue, SPI published a list com- 
piling comprehensive data on new Southern and Southwest- 
ern central station power plants to be completed before 1950. 
lotal capacity is in excess of 3,000,000 kw. 


Here is long range planning that reflects the spectacular 
present growth of Southern industry; dramatic evidence 


of the great region’s preparation for continued expansion. 


Send today for reprint of the 
Now. while the South and Southwest are surging into full 


, riage SPI compilation of “New Gen- 
ndustrial maturity, is the time to impress your product story . 7 . : 

: erating Equipment in the South 
n the men who are influencing present and future purchases Z : 
f millions of dollars’ worth of equipment and supplies. and Southwest. It is free. 
SPI—and only SPI 


vy men you must reach 


provides blanket coverage of the 

the operating executives and engi- 
ers in all the important industrial, utility and large service 
ints of the entire 19-state market. 


Schedule consistent space in SPI for 1948. 


SOUTHERN POWER and INDUSTRY 


Textile Industries Electrical South 
Southern Hardware 
Southern Automotive Journal 
Southern Building Supplies 


GRANT BLDG., ATLANTA 3, GA. 
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SALES MANAGERS 
ADVERTISING MEN 
RESEARCH PEOPLE 


(Por 


Hammond's BUSINESS SURVEY 
ATLAS of the United States. A 
tremendous work-saver in outlining 
territories, routing salesmen, estab- 
lishing quotas, recording sales fig- 
ures, referring inquiries to proper 
agents, planning campaigns. 


With special colored china-marking 
crayons (supplied with Atlas) mark 
and record right on the cellophane 
coated Outline Maps and Tabulation 
sheets. When changes occur wipe 
out markings with dry cloth. Always 
an up-to-date picture before you. 


168 pages of maps. Two of every 
state—one packed with detailed 
information—the other, the cello- 
phane coated Outline Map, show- 
ing all county lines and towns over 
1,000. Also special sales record 
sheet; population indexes; Airway, 
Railway and Highway maps with 
mileages. 


Ring-bound between tough maroon 
leatherette stiff covers, 1234"'x 
10%". Opens flat for easy refer- 
ence and marking. $12.50 each. 


EXAMINE FREE 
RETURN IF DISSATISFIED 


Cc. S$. HAMMOND & CO., Suite 902 
305 E. 63rd St., New York 21, N. Y. 


Let me take a /0-day look at this Business 
Survey Atlas. If it's all you say it is I'll remit 


$12.50. If not I'll send it back and owe you 
nothing 


Name 


Address 


EIA PRESIDENT RESIGNS—S. J. Daly (right), DuPont Company, presents a remembrance 
portfolio in behalf of the Eastern Industrial Advertisers to William H. Collins (center), presi- 
dent of the Philadelphia chapter of NIAA for two successive terms. Mr. Collins resigns to 
assume new duties in Pittsburgh as advertising manager of Dravo Corporation. W. D. Molitor 
(left), guest speaker at EIA's December meeting, looks on. Mr. Daly becomes EIA's president 


[CONTINUED FROM PaGE 122] 


NIAA News 


duties as advertising manager of Dravo 
Corporation in Pittsburgh. Succeed- 
ing Mr. Collins as new president of 
the Philadelphia chapter is Stephen J. 
Daly, special assistant to the director 
duPont de Ne- 
mours & Co., and EIA’s vice-president. 
e Notre Dame Dean 
Defends Advertising 


“Advertising is not a light flashing 


of advertising, E. I. 


in the darkness, but a strong steady 
beacon that advances progress,” ac- 
cording to James E. McCarthy, dean 
of the Edward N. Hurley College of 
Commerce, University of Notre Dame 
Dean McCarthy spoke at a recent 
meeting of the Youngstown District 
Industrial Marketers. 

In a talk titled, “In Defense of 
Advertising,” Dean McCarthy pointed 


out that one of the main reasons why 


(Continued on Page 126 


MONTHLY YDIM MEETING—Pictured at a recent meeting of the Youngstown Dist 
trial Marketers are (left, left to right) Donald Heltzel, Heltzel Steel Products Comp 
R. Huffman, Taylor-Winfield Corporation; R. J. McCallister, Wearsteer Advertising 
of YDIM; Dean James E. McCarthy, University of Notre Dame; and A. M. Paxson 
& Business Foundation. (Right) Dean McCarthy speaks on “In Defense of Ac 
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do Sill | 
(Ud of Mr 


But not if you are adequately represented in the 1949 edition 
second edition) of Watkins Cyclopedia of the Steel Industry. 












It is the only book of its kind that is constantly within arms’ 


reach of the some 6000 men in the steel industry who have the 






authority to specify and buy. 







The book is made up of four parts—a complete Cyclopedia on 


the manufacturing and processing of steel . . . a Directory of 






1500 steel processing plants, listing buying and specifying 





personnel ...a Buyer's Guide giving you eight free listings per 






advertising page under this product index .. . a Free listing in 












>rance 
presi- the Advertiser’s Index of your company name, address and 
Ins + . 
weg products or services you offer. 
Aolitor 
ident - ‘ , — . 
Here's a big advantage:—You may select the position in the 
eady editorial section or sections that are best related to your products 
ac- or services. Ads will appear in the sections you specify in the 
dean order Space Reservations are received. 
ge 0 : P 
Don’t be Out of Mind ... use the handy coupon to get complete 
ame 










information. 





OFFER: 
COLOR REPRODUCTIONS 
BLEED PAGES 
INSERT PAGES 
















STEEL PUBLICATIONS, INC., DEPARTMENT C 
108 Smithfield Street, Pittsburgh, Pennsylvania 


Please send me complete information on Watkins Cyclopedia of the 
Steel Industry for 1949. 


WATKINS = 










; Cyclopedia of the Steel Industry iit - 
Address ey 
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Sf Oe 
PAPER folders and Covers 


for PRICE LISTS 


cansonunouM 


nn en went 


I —— : 
for INSTRUCTION BOOKS for CATALOGS 


el of cover stocks, 
range of colors— 
accordion, 2 piece for 
unlimited expansion, 
single score for wire 
stitch, pocket folders— 
samples and quotations 
on request. 


for PROPOSALS 





BEAVERITE PRODUCTS, INC. 


@iil me @ ee al 3-C nq, ond 


Leather, and Poper 





“<I know of no place other than 
the Market Data Book. where we can 


make a quick over-all study of markets in relation to our sched- 
ules. | am therefore especially pleased to see the ever-increasing 
data contained in it, and especially the improvement in the 
advertisements of publishers . . . if they would place information 
like the two pages of Electrical World, for example, they would 
really be utilizing the space to its fullest degree.” 


—R, C. Breth, President 
R. C. Breth, Inc., Advertising 
Green Bay, Wisconsin 


[ CONTINUED FROM PaGeE 124] 
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the advertising profession is cr 


is because the persons who are 


He said, “The advertising ir 
is being pilloried largely beca 
its long record of successes; bec 
vital, lusty and conspicuou 
cause it is strong and resourcef 
cause it is capable of carrying an, 
that the preservation and pro 


It is a truism to say tl 
closer one comes to the attainn 
a goal, the brighter the light in which 
he must stand, and the sharper 


criticisms he must expect.” 


who are still in a kind of Neanderthal 
Fortunately, they are gradually 


He said that the 





being weeded out.” 





advertising man worthy to hold his 
place in the national economy must 
“as vitally aware of his duties to 
society as he is of his own rights. He 


knows that there can be no substitute 


for simple Christian ethics.’ 

In conclusion, the dean said, “Ad- 
vertising is a good public servant. It 
works in the best interest of our peo- 
It has a good conscience, and 
it definitely is not deserving of the 


have been heaped upon it. 
of those fundamentals of honor, hon 
esty, and decency without which ther 
can be no progress nor refinement of 
the advertising industry, or any othe: 


JOSEPH T. RYERSON 
Joseph T. Ryerson, 67, director 
tired president of Joseph T. Ry 


» iron and steel mami 


He was also director of In] 
Company and Belden Mfg 


Ryerson’s career in steel be 


WILLIAM B. REMINGTON 
B. Remington, 47 
and treasurer of Wm 
Springfield, Mass., 
velt Hospital, N. Y 

Remington founded his 


been vice-president and sales 
Whiting & Cook, general sales 
, and sales manage 
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Teachers Want Films 


vertising or other matter unfit 
classroom? 

inswers to these questions, plus 
achers comments, determine 
or not that film will be used 
rmanent educational medium. 
w typical teachers’ statements 

are given here. 

From a science teacher: “The film 
produced by manufacturers of many 
produc ts are fine for teaching the sci- 
entific principles of manufacture, but 
too much of the body of the film is 
taken up in advertising the merits of 
the product. We cannot afford to 
spend this time.” 

From a seventh grade teacher: “We 
liked the film on travel in South 
America. It was excellent for show- 
ing the countryside, the cities and the 
people, but half the film was about 
the company which produced it.” 

A high school principal says: “We 
had to cease using the free films be- 
cause our board objects to the use of 
the classroom for advertising and other 
commercial purposes.” 

What, then, is the answer? What 
can you do to get your film used in 
more classrooms? The teacher wants 
your film. The consensus is that in- 
dustrial film is as good if not better 
than the majority of films produced 
purely from an educational standpoint. 
Because you know your subject, the 
teacher wants your film. But he does 
not want it to appear as an advertise- 


ment of your product. 


Do’s and Don’t’s 

These are the things that the teacher 
wants most from you: 

First, he wants a high quality film 
which vives in short concise scenes the 
facts of your particular product. Sup- 
pose you are in the business of making 
flour. fe wants the film to show 
your tictory, how you select your 
grain, the methods of processing, 
packine and distribution. 

eco he wants some scientific 
facts s as methods of testing, grad- 
Ing, etc 

Thirc, he wants to know something 
f the h story of your particular prod- 
uct. In respect to flour, he would like 
0 know how man first began to make 
ind use 

Fourt':, he wants to see some of the 
Ws to.» hich the product is put. 

Now ore are the things the teacher 
does mor vant: 


First, ¢ does not want you to say 
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Now available to business executives 


Business Week’s 


series of 8 reports on 


“The New American Market’ 


For the first time a complete set of Business Week’s regional reports is 
being offered to management-men to aid them in assessing America’s 
resources and planning the long-range course for business expansion. 
The result of months of painstaking research in every major domestic 
marketing area, this complete series presents the vital working draw- 
ings for major management decisions. 


Here is what this informative series contains: 
1. THE FAR WEST .. . a penetrating analysis of the largest of 


The New American Markets, Complete charts and tables on popu- 
lation trends, industrial capacity, size of labor force, and natural 
resources. (16 pages) 

2. GREAT LAKES . . . a factual presentation of this rich area’s 
economic makeup, industrial history and future trends. (12 pages) 

3. MIDDLE ATLANTIC. .. a current report on the region holding 
America’s greatest concentration of industrial production, domes- 
tic commerce and foreign trade. (12 pages) 

. THE SOUTHWEST .. . presenting a region packed with tre- 
mendous resources — both agricultural and industrial —that is 
well on its way to new income records. (12 pages) 

. NEW ENGLAND ... an exploration into the nation’s oldest in- 
dustrial region, tracing its past history as well as analyzing its 
future growth. (12 pages) 

. THE FARM WEST .. . an area accounting for one out of every 
five farms in the nation, and 43% of all harvested acreage. A pene- 
trating analysis of the future trends of this region’s agricultural 
market. (14 pages) 

. THE SOUTHEAST .. . a report on the productive capacity, 
population trends and future resources of an area with the larg- 
est percentage gain in per capita income of any region since 1939, 
(14 pages) 

. ROUNDUP .. . a summary of the foregoing reports, bringing 
each into proper perspective. (12 pages) 


All eight reports are being permanently bound to present an exclusive 
market file available for constant reference. A total of 104 pages of 
information never before documented between two covers. 


Reserve your set of these eight regional reports on The New American 
Market today. Simply fill out the coupon below and attach your check 
for $1.50. Allow approximately thirty days for delivery. 


Business Week 
330 West 42nd Street 
New York, New York 


Attention: Paul Montgomery, Publisher 
Please send Business Week's complete, specially bound set of eight special reports on The 
New American Market. My check for $1.50 is enclosed []. Bill me later (1). 


Name 





Address. 




















How to Make Your Products Known 
to Buyers in all Canadian Industries 


FOR NEW OR IMPROVED PRODUCTS. If you have a product 
that is new or improved within the last four months, send full infor- 
mation about it with a good photograph to Canada’s leading industrial 
products news publication—CANADIAN INDUSTRIAL EQUIP- 
MENT NEWS—for consideration as editorial news material. If ac- 
cepted, we make the necessary printing plate at no cost to you. 


FOR ESTABLISHED PRODUCTS—and the new and improved 
ones, too—there is no advertising medium that will give you a more 
direct route to the men who are interested in buying and using them 
than CANADIAN INDUSTRIAL EQUIPMENT NEWS. $14,000 
plant and factory superintendents and managers, chief engineers, 
purchasing agents and heads of production all through Canadian in- 
dustry read it every month because CIEN gives them product news 
when it is news. 


Talk or write to any CIEN representative, and he will gladly help 
you plan an effective, low-cost advertising schedule to reach buyers 
in Canada’s industries from coast to coast. 


High editorial standards, plus complete coverage, make CIEN the 
No. 1 medium in the Canadian industrial field. 


REPRESENTATIVES: 

Weste rn | Springs, Ill.: C. A, Burton, 4713 Woodland Ave . Atlanta, Ga., L. O. Coburn, 7 
Balti Pla ‘N. W e@ New York City 1: Howard Ely Thomas Publishing Co., 461 &th 
Ave . Grand Rapids, Mic ~- Leland L. Galt, 441 Coit, N. E @ Detroit 2: B. J. Goldman 
‘f ollingwe od Ave @ Detroit 21: Don |! Prouty, 18265 Parkside Ave ie 
a wh we May weak tl, : C. H. Holden, P. OO, Box . Chicago #: G. ¢ Hooker & 
ety H. Irvine, 20 West Jackson Blvd @ Indianapolis, Ind.: M. Graham LeVay 
limes TRIAL MABEL TING S 173 N. Sheridan Ave @ Cleveland 14: M. H. Pierce, 3145 Superior Ave e 
Pindustria Pittsburg 22: G. H. Scoltock, Jr., and F. K. Foster, 2102 Farmers Bank Bldg * 
y Philadelphia. 4: G. Park Singer, Jr $15 Chestnut St @ Boston &: H. Cc 

MARKET Whiteley, 50 B 1 St I A le : 1 ' | 600 \ ' 
DATA BOOK oo ’ eacon : e os Angeles 1: A. H. Haurin, Jr., 6000 Miramonte 

B @ San Francisco 5: C. H. Woolley, 605 Market Street 


INDUSTRI ll NEWS 


a Complete Reader Service on The Bowent ott OMe ag A Coast-to-Coast Service in Canada - One of 
wt ~ Parte -~™ > A ~ The Worlds Largest Trading Notions 








hoy 6 Head Office 
AN as GARDENVALE, Que. 


a National Busimarr PUBLICATION 
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ATi Pi YZ of Market Data Book Sub- 
seribers use itin making up schedules. 


If you are one of the 41.4% who don't use it for this purpose 
shouldn't you consider turning over a new leaf? Could be that 
you're missing something that would be of as much value, as great 
an aid in simplifying your work, as it is to thousands of other indus- 
trial advertising executives. Why do it the hard way when there's 
this splendid, sharp-cutting tool right at your elbow to cut awa 

— of the red tape and detail? Reach for your Market Data Book 
now 
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anything about the fact that your 
product is superior to any other He 
does not even want you to say that 
yours is the best. 

Second, he does not want you to 
generalize. Do not put anythin» into 
your film that cannot be used di: ectly 
to fix a scientific or definite thought 
in the mind of the student. 

Third, he does not want you to talk 
about your product in any way that 
appears to be an attempt to sel! it to 
him or to the student. 

How, then, is your film going to 
be made to bring to you the financial 
return in advertising value? The an- 
swer is this: Let the title strip tell 
your story briefly and to the point. 

The most acceptable film for class- 
room use will be made as follows and 
every teacher will be happy to use it. 


The Title 


Have the title of your film come 
on the screen thus: “How We Make 
Your Flour.” If it is a sound film, 
use a good orchestra with music from 
the classics, music that is standard, 
but with plenty of life to put the stu- 
dent in a good frame of mind. Let 
the title strip run long enough to fin- 
ish the major portion of the piece. 


Fade from the title to your next 
which may be “This film 
produced and distributed by Ex 
celsior Mills,” and name your main 
office and if you like, your branches 
As a background for this section, you 


wording, 


may use panoramic views of the plant 
buildings and some views of the city. 


Now fade out the title and bring 
one of your executives or a worker 
into the picture. Dramatize it. Let 
the speech on the sound track intro- 
duce it. “Mr. Jordan, our general 
manager, will take you on tour 


through the mills.” 


Mr. Jordan now should take over, 
and perhaps with a student as a vis 
itor, he can pass along the various 
stages and explain how the product 
is made. If you want the teacher 
like you, don’t let Mr. Jordan men- 


tion once during the whole t:\p any- 
thing about this being a pro uct 0 
Excelsior Mills. But you can ‘o this, 
and you should—whenever ag ot 
flour rolls down the chute, ¢ you! 
name brand show up—and big a 


you like. That is perfectly ac -ptable. 


The Body 
Pack this with action, de ‘ed & 
planation, close-ups of © rations 
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questio is by the visitor, and by all 
means, hand him something to look 


to turn over in his hand. Drama- 


tize all the way through. But don’t 


alk up the product. Give the im- 


pression all the way that this film 
s ta ng about flour, not about 
Excels . 

When the tour is finished, let Mr. 


ordan turn to the visitor and say, 


something like this, “Well, young fel- 


= 


hope you have enjoyed your 


EXCELSIOR MILLS. 


trip through 


Tell your friends that we are always 
elad to show you the plant.” Now 
bring up the theme music and fade 
wt—quick. 


Make your films in this manner and 
| assure you that they will be widely 
And they will 
seek 


The students will re- 


used in the schools. 


bring you the results that you 


n advertising. 
name because 


nember the Excelsior 


f the excellent film. 


| would like to show you my files 
f some §,000 films which teachers 
we reported upon. Their reaction 


ind my recommendations are alw ays 


his: If it advertises beyond the 
mount given in this article, keep it 
the classroom. If it follows 


want it. We 


vant all you will send us. 


out of 


these admonitions, we 


Dravo Corp. Appoints Collins 
as Its New Advertising Manager 









Wil H. Collins, former sist 
t manager of Scott Paper ( 
eer i 
lvertising 
pe | Dravo 
Pitts 


j 


pdullder 









East 
t I iladel 


of the National Industrial 
Association. bec L1uUSsé ot his 
suurgh. He was also 


of the finance cor 


William H. Collins 


director 


mittee of 
a graduate of Walliams 
Mass and has at 
Universities of Grenoble in 
Heidelberg in Germany. He 
iser to the U. § 


imstown, 


Delegation 


i International Conference on 
tor i Geneva, Switzer 
Roy O. astman Moves Office 
NO} Eastman Research Organiza 
. d its New York office from 
“ St. to 22 E. 40th St 
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Top Executives Confer 





f 


. . . The industry-wide News -Magazine 
Is In the Picture. 


An “there's a reason." For nearly 
nine decades, The Urner-Barry 
Company has collected and dis- 
seminated price information 

about perishable foods. It covers 

the world's most concentrated 


New York Metro- 


So “fair and accu- 


market — the 
politan area. 
rate" has been its work that its 
quotations are regarded as final 
in large transactions, the country 
over. It has accordingly won, 


and consistently holds, the friend- 









MEMBER 


URNER-BARRY COMPANY, 175 Chambers St., New York 7, N. Y. 


Quality Trade Publishers Since 


Midwestern Representative 


GUY W. WHITCOMB, 520 N. Michigan Ave., Chicago 11 





It pays to sell the top executives. 













ship of the industry's leading 
organizations. 

With such a background, small 
wonder that AMERICAN MILK 
REVIEW is read with 


from coast to coast. The Review 


respect, 


offers more than twice the Milk 
Plant 
competitor; a nation-wide cover- 


circulation of its nearest 
age; and, incidentally, the lowest 
page-per-thousand-readers cost in 
the entire field. Its roster of ad- 
vertisers reads like a Who's-Who 
of the industry. 





Investigate, and you will invest. 


















1858 
South Central Representative 


FRED WRIGHT CO., 411 North 10th $¢ 


















3s) AMERICAN ¢& 







St. Louis 











Kesut?s 


--- at LOW cost 


WAY 


More advertigers will invest in more 
pages of sales messages in Construc- 
tion Digest in 1948 than ever before. 

too, can: 






You, 















reach 8,500 readers every one a con- 
tractor, engineer, or public works official: 


receive a complete bid-and-contract news 
coverage; 


sell more equipment per advertising dollar 
than ever. 







Use Construction Digest for a direct, eco 
nomical advertising medium that concen 
trates on the men who specify, buy, and 
is¢ construction equipment, materials and 





supplies 






CONSTRUCTION DIGEST 
215 E. New York St., Indianapolis, ind. 








} Ce) oy 


Indianapolis 


ONSTRUCTION 


IMinois Indiana Ohio Public Work 






WNI 


with some of these folk for a gener- 


othing like a well printed has been doing business 


| public ation to bring excla- 


mations of satisfaction to men who ation or two. Significant, isn’t it, that 


know, and appreciate, good printing our relations with them continue on 
Most of our publisher-clients (and the most friendly basis, year after year? 


there are a lot of them), do know It's well within the realm of the 


good printing; not only know it but believable that we could do a satis- 
factory quality-pri e job for you, too. 


We'dlike mighty well totell you why. 


are adamant in their determination 
to get it. 


DEPARTMENT 


PUBLICATION 


WESTERN ANDOVER 1830 
CGimy 


UNION 210 SOUTH DESPLAINES ST., CHICAGO 6 


ROOF 





= . — 


FROM copy TO MAIL BAG—AILL UNDER ONE 
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| CONTINUED FROM PAGE 40 
The Looking Glass 
clearly and in a well modulat 


A monotone can lull a prospect 


or irritate him to the point v 


get r id of 
The 


good speech habits is to talk. 


Wants to you as qt 


possible. only way to 
every opportunity if you can s 
thing worth while. Express yo 
your club meeting, attend for 
get into the debates, go to g 
tures. Work? I'll say it is work 


get ahead you have to be the | 


The most detracting or int 


part of man’s anatomy is h 
They can look clumsy and aw! 
they can be complements to a 
nation or discussion. Untraing 
detract and annoy. They twit: 
or play handsies with each ot 
soon your prospect 1s so abso 
those wiggling extremities that 
not hear your discourse. Yet ha 


move with your words and a 


lated to the discussion can ack 


points that are important. | 


your hands work for you, 
definite job—do not let them j 
gle. Hands well kept mean tl 
sonal habits are well developed 


you do a job in the same man: 


How about dress? I do not 


| have any right to tell any 


to wear, but only suggest that ‘ 


ative, neat clothes form more soli 


flashy or ill k 


You yourself should de 


pressions than 


ments. 
on you and 


W hat looks best 


the most serviceable on the r 


Now look within the image 


see the desire to do a good jot _! 


less of obstacles, or do you s 
heart that cringes at rebuffs? 
ber that good friends come h 
are gained through persist 
counts that come easy can 

same token, so pride yourselt 
and work to h 


ha rd to get 


those that come without eff 


Repeat calls need not b 
stops if you endeavor to tak« 
something new and of inte! 
This 


may be new quotations, m<é 


pure hasing agent. 


livery promises. 

Remember that any buys 
get three things from his 
Lowest possible cost. 2. Be 
3. Finest product. By look 
prove one or all of these p 


new accounts are acquired 


Follow ups are as import 
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Au’ 
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nts as persistence is in gaining 


» one wants to feel neglected, 





yvone likes to feel that his ac- 





one of your best. Let them 


this is true. In fact, if we 


Which 
Material ? 


h account as if it is the one 


ae 
REVERE METALS QS 


Meet Strict 
Lock Requirements 


want to lose, we probably 





ial thing to look for is to see 


llow in front of you is the 


can make a statement, and 
e back a month later and face 

and know that all you said 
ised has come to pass. If you 
sty promises and hollow talk 
soon find the door closed to 
word is your 


key to 


member your 


d your bond is yout 





CCOSS 


To s 


ALC 








ill these requisites you must 
In type of person. Are you a 


oO sees what he Wants to sce, 





, 
O1 the true reflection, or arc 
1 salesman 


Let 


son who is really 
should be a real success? 


decide. No one else can. 





What 
Method ? 


MISCO 
Precision Castings 


to Macrometer Toterances without Machmung 


AAC President Urges 
cer. Automotive Industry 
to Plan its Advertising 








A esaicr 


























A Broached 
or 
“es RAM rye sateen te 2 Conia ae 
Precision Cast SSernce anonch'™© | NER diiatietiei aeRae et 
: | Parts ? 
| colonial BROACH COMPANY 
Ac | 
| : = 
oe m= 
 sniecanlhiaeseclalcaic 
| The magazine edited for the men who decide 
| what material 
whose material 
what method 
whose equipment 
REINHOLD PUBLISHING CORPORATION 
New York + Chicago + Philadelphia + Los 
vel Angeles + Cleveland + San Francisco 
Publishers of Metal industries Catalog, Chemical En 
gineering Catalog, Progressive Architecture. Advertising 
Management for American Chemical Society Publications 
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“MEAT 
PACKING 
FIEL 


easier 


tell your 

selling story to this 
$12.500.000,000 market 

in The National Provisioner. 
This publication’s 56 years 
of constructive service have 
built complete coverage, won 
the respect and readership 
of key men throughout the 


entire meat pa king industry. 


Write for 1948 Media Folder 


Che National Provisioner 
107 S. Dearborn Street 
Chicago 5, Ilinois 











industrial 


A review of. conditions within industries which in uence 





marketing procedure, by business paper «ditors 








Electrical Demands 
Affect Industry's 
Expansion Ability 

ESPITE its 65-year age, growing 

pains of major magnitude beset 
the electrical industry. But it is not 
the growth itself, but rather the rate 
of growth that is significant in in- 
terpreting the trends of this great 
industry. Statistically speaking, the 
industry will grow as much in the 
next five years as it did in the 15 years 
immediately preceding World War II. 
The physical expansion necessary to 
meet anticipated demands for electrical 
service in 1952 involves a 50% in- 
crease in the present $13 billion cap- 
italization, and on equal increase in 


present unit output. 


Three Factors Responsible 


Basically, three factors contribute 
to this present rate of growth. The 
first is the continually decreasing cost 
of electrical energy. Electric power 
is the only commodity on the U.S. 
Department of Labor index list which 
costs less today than it did prewar. 

The second factor is the ever-in- 
creasing versatility of electrical appli- 
cations resulting from expanding 
industrial research by American man- 
ufacturers. 

The third, and probably most im- 
portant factor causing rapid elec- 
trifications throughout America, is the 
scarcity and high cost of labor. This 
is reflected in the search by industry 
for greater mechanization to increase 
the productive output per man-hour 
of labor; in the need of the farmer for 
electrically powered substitutes for 
labor on the farm; and in the demand 
by the housewife for new and im- 
proved electrical appliances to replace 
the “hired help” which is no longer 
within the budget of most American 
families. 

Reconversion after the war pre- 
sented no particular problem to the 
electrical industry, although estimates 
of decreased use of its product (kilo- 
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watt hours) did not materialize. | 
is expected that energy use during 
1947 will exceed that of the peak 
war year. These continued demands 






for its product plus the shortages of 
material and labor not only have ad- 
versely affected the progress of main- 


tenance and replacement programs of 





the industry, but also have kept its 
engineering and constructive forces 


straining to keep pace with consumer 





requirements. 
Translated into commodity figures, 
the expansion program of the electrical 





utilities for the next five years in- 





volves the installation of 10 million 
kilowatts of new generating capacity 
more than double that capacity in 
new substations, and the purchases of 


vast quantities of wire, cable, meters 





transformers and_ other _ electrica 





equipment necessary to bring power 





in increasing amounts to the 36 mil- 





lion customers now served throughout 





the nation. From the utilization stand- 





point, additional billions of dollars wi 





be spent by the users on appliances 





motors, lighting equipment, heating 





devices, wiring supplies and contro 





The electrical manufacturing trend 





therefore, appears to be one of un- 





precedented activity for the next sev- 





eral years. Most suppliers of major 





equipment are now booked to capacit) 
well into 1949. 







Most Urbanites Use Electricity 





During its 65-year history, the elec 


. d the 





trical industry has accompli 





gigantic task of making electrica 





power available to practically ever 
American family with the exception 
of 1% million farm homes. At & 





present time the farm elect: ficatio! 






program, now approximat 6) 





completed, has connected 3 





farms to electric power lin These 





rural users are adapting elec: ical ¢™ 






ergy to farm operations at a 







more rapid than other c sses 
customers. 

Farm applications emph «ze ™ 
reasons why electricity is | g use? 

















uence 
ditors 


It 
luring 
peak 
mands 
ges of 
e ad- 
main- 
ms of 
pt its 
forces 


sumer 


gures, 


trical 


nillion 
acity, 
ty in 
ses ot 
reters, 
trica 
power 
> mil- 
ghout 
stand- 
"§ wil 
ances, 
eating 
ntro! 
trend 
f un- 
t sev- 
major 


yacit} 


elec- 
d the 
trica 
every 
»ption 


t the 


sillion 
These 


| en- 


in eV. “-increasing quantities by cus- 
tomer: everywhere. Not only is elec- 
tric power a most economical substi- 
cute or the diminishing supply of 
farm abor, but it also provides sav- 
ings in crop and produce production 
that return many-fold its low cost. 
For example, heating applications in 
the poultry and livestock phases of 
farm operations materially reduce 
losses in production. Cooling and 
freezing installations preserve perish- 
able products and permit marketing 
under the most favorable conditions. 
Motorization reduces working hours 
and cuts labor costs to a minimum. 
Still more significant in the nation’s 
over-all economy is the electrification 
of the farm home, thus providing the 
conveniences and entertainment fea- 
tures which, in the past, have lured 
younger generations away from rural 
areas in increasing numbers. 

The growth trend for the electrical 
industry in the future will be based 
not so much on the increase in num- 
ber of customers as on the increased 
use of energy by existing customers. 
Of the newer electrical utilization de- 
vices, the television set is typical. 
Many industry observers predict that 
television is the country’s next big in- 
dustry, which will equal or surpass 
the radio in its impact on the nation’s 
economy. Conservative estimates that 
7.5 million video sets will be in use 
by 1952 promise a retail market of 
at least $1'% billion and an annual 
revenue for energy use of $15 million 
from this device alone. And it is 
only one of the many new develop- 
ments that will extend this era of 
dynamic expansion in electrical use.— 
C. W. Letty, Executive Vice-Presi- 
dent, Electrical Publications. 


Metalworking Industry 


Should Have Good Year 
in 1948, Predicts Finney 


\ he peacetime record-breaking 

P achieved by the nation’s 
metalw rking industries during 1947 
should -ontinue through the coming 
year, hat is good news, because 
metalw.rking represents one-third of 
ll American industry. As metal- 
Workin goes, so goes U. S. industrial 
Produc: on. 

The market for capital goods 
Promise. to be active. Metalworking 
Plant ¢ >ansion the past year set a 
‘ew record, except for wartime; this 
igh vo. me will be maintained in the 

(Continued on Page 141) 
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One Vevier Fast - Action Binder holds as much as three stan- 
dard one-inch ring binders .. . in half the space. Precision-engineered 
for quick, easy use, it’s ideal for your sales manuals, catalogs, etc. 

® Automatically expands up to 60% as sheets are added 

@ Pages lie flat for quick, easy reading 

@ Cover drops away for instant efficient sheet changes 

@ No screws to turn or adjust 
Attractive simulated leather covers over rugged top quality binders’ 
board assure long life under toughest treatment. 

@ Sheet size 11” x 8%", bound on 11” side 

e@ Fits standard 3-hole punchings 

@ Covers give '2’’ index tab protection 
Vevier Fast-Action Binders are also available on minimum order in 
other sizes, capacities and post arrangements... to meet your 
special needs. Order from your stationer today... or write us for 
immediate quotations 
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WHAT IS HAPPENING TO SALES? 
CHART-FACTS SALES TRENDS brings you 75 


charts each month covering sales of all major 


industries. 


$15 a year Literature available 


CHART-FACTS, 154 Nassau Street, N.Y.C. 7, N. Y. 
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Wacaary 


By KEITH J. EVANS 






1ational or local € 


One Book Coverage of 
Can I Afford never build the 


ALL AVIATIO Continuous Advertising ? reputation which, undoubtedly, would 
| We are faced with the age-old problem be helpful if not 


of whether or not to advertise in slack absolutely essen- 


| me ds. and hough serhaps vo of} 
GROUND ACTIVITIES : “” it - ught perhaps you might tial in maintain- 
“ Ip us in our thinking along this line 


ing and increasing 









We strictly adhere to mail order type 





your business. If 







































































idvertising, and up to now, at least, 
expected all of our ads to pay direct it all possible, 
‘ ‘ ’ ‘ ~- ‘ 
AIRCRAFT SERVICE OPERATORS » Be ctlier weeds, whos weenend 0006 ven dhaeld ou: 
~ r advertising, we first look to getting . : 
“Fixed Base Operators” peor ga ma ge a tainly maintain | 
the in yaCK and the! or enough over ‘ - ‘ 
: } operating expenee some kind of a 
SALES: planes, parts and accesso- Ke cover normal operating expenses, . d 
’ I someone ae at peadince afl background mini- 
tlaries, etc., and proguce a pf fit é 
ries, gas and oil , 
We've had no trouble in doing this mum or a basic 
] t 
SERVICE: overhaul and repair, han- luring active periods, but in dull periods minimum; but 
- aanis - : : ~#? oo. ‘ries drop to nothing. an eV ( 
gar rental, technical instruction, ir inqui rop t A, hing, - d new you are the only = a. — 
airport operation iles from inquiries already in the ofhce CR we SVN f 
1 ' one ww h Oo h as : 
re nil yO, We have had a policy of im a 
FLIGHT: training, plane rental, con- ocliacetl ttailine our ads during such enough information about you! 
tract flying, aerial advertising : period. but since our business is based ness to make the decision. 
t idvertising, I'm beginning to wonder Perhaps you W ill find through tria 
AIR TRANSPORT vhet] rt his is the soundest pol F e 
‘ er ot t us t undest pol and error a different kind ot ay peal 
I have never believed in advertising , ; “| € 
scheduled and non-scheduled air- ' "water to “keep ti for the dull market periods that will 
} t te ne iu ertising, ofr Oo ee ie€ 0 
lines throughout the world. sme before the public * and I've felt increase inquiries and orders, or you 
especially strongly regarding this particu may be able during these periods to 
AIRPORTS r business, but I would appreciate your increase your direct mail effort on a 
: ooh, suceaets a tl paying basis so as to, at least par- 

CA OF — le Our repeat Dusiness is healthy and thus . - a ] 
Cc FICIALS local, state, and Fed ' Snr es tially, offset your lack of space ad- 
eral government officials influencing One ee eS EE ee ‘ al * 
and regulating civil aviation. , eee idvertising. Hows mt _ again, : : 

— ; int normally see the advisaDility of 2 
Aviation Maintenance & Opera- a a y and perha Planned Call e 
. . . " M4 noney one Wa < naps . 
tions is the ONLY publication » fanlishte lees :, As sales manager of the Blank 
age pending 1 oohisnly anothe ‘ 
giving COMPLETE COVER- AN) ] \ : , sion of my company, I have a prot 
° t above applies to our space ad . ¢ w 
AGE of ALL key maintenance, : O “— . : = the preparation of sales plans 
. . ° ertising ir girec mal joes No seem 4 ‘ . 
operations, airport and ‘retail’ : gr ES ‘ small sales force. What I desire t 
. . . ° to take sucn nose ive in returns as GO ’ 
personnel in aviation...in the , isd : eth f lull : i to write a plan for each territory 
: : the ads during times < ullness, and we . 
U. S. and foreign countries. pee % pay 5 5 wee will serve as guide for the salesma 
; kee right on with it But it does a eat ore Mi $4 
A M & O is edited for men who lac ke T off eT ough to n ake us reluctant to Geereny a — _—" rc 
work in aviation—pnot flyers, not anwenne i that territory 7 
fans. It is studied for vital infor- MANAGE! There is a good deal of publis a 
mation by readers who are known : lormati on sales planning W p 
to have influence on the purchase I heoretically » certainly w ould be but I have not been able to fir © 
and use of aircraft, aviation acces- ideal if you could keep a basic back thing specific on this phase of it. | . 
; : . - lariv like to secure some te : 
sories, shop and airport equip- ground of advertising continuing on partiicusery See to secure som 
. : outlines tor such plans or some ex . 
some sort of minimum basis, and then ' , a 
ot what has Deer done by othe Ca 
> Guidebook of the step out a little stronger during this line - 
—“— Aviation Industry . 
Se times of greater activity. However, SALES MAN . 

: On-the-Ground 5” ; , ‘ 

if this minimum continuous advertis- You have asked a rather difhcult th 
ing budget would jeopardize your question, and as far as we know wre fi, 
e financial position or seriously cut into is no one best system of plann g m C 
. : : 

F f viation your net proht, we could not recom- adv ance for the orderly solicita v n 

A , mend it for you. each territory. Here, however, 1 
s Yn the other hand rf rue few suggestions that may be o! help m 

- : On the other hand, one might argue C Sgestic ‘ a) 
Maintenance | : Pn: | 
that unless you are willing to forego to you: be 
e : 

‘4 apes | . srofits in these early days of your busi- 1. Original territories are | out m 

& Operations & y days of | iginal territories are |»! 0 

ness or accept less profit, you may on a geographic basis, based 0» ©! \ 

205 £. 42nd St., New York 17 I 
Readers are invited + r thei isi an ment 
A CONOVER-MAST PUBLICATION * © present Meir advertising and cates manegom™ 
s7ec 





problems which will be answered in this department, or direct, if ré 
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service, or if a car is used, car 
so that all parts of the territory 
equally distant from the sales- 


home—this with the under- 
that the salesman will agree 
in or near the center of his 
ry. 
All companies in each industry 
ch you are interested are evalu- 
nd placed in two or three size 
ications. Then, the size of the 
1s created based on the vol- 
that is secured in a known ter- 
For instance, 100 companies 
industry may be worth $1,000 
each in the top classification, 
each in the second classification. 
ultiplying out the number of 
ipanies times their evaluation, you 
suickly determine how much vol- 


you can expect from the trial 


The new salesman is then asked 
er the tentative territory at least 
to check the evaluated sales 
lities, and to indicate the num- 
calls he believes he should make 
to get his share of the busi- 

It is, of Course, necessary for an 
rienced sales manager to work over 
territory with the salesman in 
get a properly blended result. 
The planned calls are then 
to determine whether or not 
ritory is large enough. Products 
but many companies figure an 
of 40 calls per w eck, or 1,800 
calls per year. It is always well 
more planned calls than can 

ly be made so that a salesman 


feel that his opportunity 1s 


’n his first or second round, the 
may be asked to develop a 
hich can be referred to sales 
ment for.checking. Some com- 
ave an inside planning depart- 
it works out the best possible 
nent for territory coverage in 
ion with the salesman. Be- 
portant inquiries and orders 
upset the schedule in some 
ny companies do not believe 
ning is practical. It has been 
ywever, that an inside planner 
show the salesman how to 
his method of covering his 
even though this final 

© routing is a compromise 
1¢ theoretical planner and the 

1S actually doing the work. 
in covering a territory gen- 


ls to get in a rut, and too 


ntinued on Page 150) 
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Behind the Tires 
You Ride on... 


or the belt that drives machin- 
ery in your plant, or the sponge 
rubber cushion on your office 
chair — stand a whole host of 
people you ve never connected 
with rubber. from miners and 
farmers to chemists. 


You see, very few so-called rub- 
ber products are just that alone; 
rubber by itself just couldn't 
stand the demands placed upon 
it by today’s terrific pace of in- 
dustry. So, other industries are 
calied upon to furnish Chemicals, 
Metals, Fabrics, etc., to be com- 
bined with rubber so that you 
might have transportation, com- 
munications, and all the creature 
comforts so largely dependent on 
rubber. 


a 2 ft 1A» 
A’; a~awee™ 


me, 
‘= 


Hundreds of different chemicals, 

almost all types of fabrics, wire 

buttons, zippers and rivets and machinery of many kinds combine to provide 
an almost infinite variety of rubber products with a sales volume of almost 
2'% billion dollars annually. 


Have you made any real effort to determine your company’s potential share 
of this market? Write today and we'll try to tell you something about the 
extent to which rubber manufacturers use your products . . . equipment 
services. 


Also publishers of » es 
RUBBER RED BOOK RUBBER AGE 


the industry’s only 


directory. 1432 FISK BUILDING. ...NEW YORK 19, N. Y. 














Emerson H. Mook. Inc. e ADVERTISIVG 


Davton 5. Ohio 


Emerson H. Mook. ADVERTISING 


Davton 


Emerson EH. Mook. ADVERTISING 


Davton 
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: urements of the relationship between T 
Forees now evident suggest the . : } 
bi ‘ ‘ . these two factors in terms of trend mi 
possibility Of approximately d . - : 
re * : h yeriaer rate index ratios (using the 1940 ratio con 
valance in 1948 between the > . e - tt 
_ wr ‘ coon ot 97.1 to represent balance”) show SY 
7, . ce rat wages ; ali SB 4 ; ~ , ° “ 
And, of course, coverthis mar- valtas ait oe that during the full war years of 1942, very 
sumer expenditures. 2 . f ; 
ket through the number one lie: Secuuas 1943, and 1944, wholesale prices for boin 
medium in the field—“Yacht- Chart 4—Department Store Sales manufactured goods were running be- Bi 
ing” Jeading publication in the v ” Department Store Stocks low the rate at which industrial wage tot 
boating field in circulation and The general record of department rates were advancing. Price controis balay 
es tore sales and inve r relati lepresse > ff , rhile rtm 
advertising volume. store sales and inventory relationships depressed the former while wart T 
since 1940 has been one of abrupt de- premiums for labor upped the latter indir 
yartures from balance 1940 The year 1945 saw a reversal ot 
| > Urst 
101.5). The sales trend rate index this pattern with the “imbalance eXist 
was down sharply in relation to that (Continued on Page 137 analy 
Chart 6 a 


*ONn 





7 7 - me 
TREWO RATE INDEX RATIO BETWEEN WEW ORDERS AND [INVENTORIES Hean 


OF MACHINERY MANUFACTURERS (NWLUDING ELECTRICAL) efhci 
| \ mens 


Capit 








YACHTING PUBLISHING CORPORATION — : ia . cal 
205 E. 42nd Street « New York 17, N.Y. 


——$—$—$$——__—_—_+— —_——f wil] 


"26.2 + 1940 “TRENO BALANCE” RATIO ’ 
Tel. MUrray Hill 4-0640 lave, 
oa I A | 























INDUSTRIAL MARKETING, Janue:, 1948 fi NOU 


CONTINUED FROM PaGE 136] 


Economic Balance 


howine on the side of wholesale 

prices. [his distortion was emphasized 

fyrther in 1946, but will probably be 
somewhat less imposing when 
ults for 1947 are recorded. 


lieved that 1948 will show a 





il further reversion toward balance. 


Chart 6>—Machinery Manufacturers’ 
New Orders vs. Inventories 


In the highly important machinery 





ncluding electrical) manufacturing 
industry, the computed trend rate 
ndex ratios underwent extreme de- 
oartures from “normal balance” 
1940 125.2) between new orders 
and inventories during the war years. 
However, a sharp snapback in the first 
half of 1946 brought the trend rate 
relationship up to a position closely 
ipproximating normal, showing how 
fast readjustments can occur in this 


held. a )M BAKER 
The average for 1947 was unbal- : b 3 re 

eer inced again on the inventory side but Mr. Smithers always outsmarts the other officers in 
— ) projection of the ratio cycle into the daily lineup for the Chicago Journal of Commerce.” 

1948 indicates a new return to ap- 

proximate balance. CANNY When a subscriber pays $20 a year for the Chicago 
cored be Su Ca the trend in all six | Journal of Commerce, he’s out after full value. He uses every issue, 
aden. relationships described above is to- | studies it, acts on its daily information . . . and routes it through his 

word balance in 1948. top management for further study, inquiry, use. Every management 
— : man of influence gets his crack at it. That's canny procedure—and 
Meas- Business Level in 1948 


you can take advantage of it. 
tween The year 1948 may very U ell see 


; You can advertise to some 100,000 survey-proved Central Western 
me downward readjustments in 


“Seoiat executive readers at rates based on 35,000-odd actual subscribers. You 

/ > > > ¢ . . 

om evels, averaging from § to can reach the most purchase-powerful management group in America 
W je wlO 7 y ‘e > . . . 

sho 5% below 1947, as a result of the at rates like $196 each for twelve big 8x 10 inch ads. 


1942, very forces now in operation which emiga ‘ are 
fae P ie - That’s canny procedure too. Pays off. Try it. 
es for ~int toward a return to “balance. 
« te . ‘gies 
a igh But would this be bad? If we have 
wag no aa 
wage to take a squeeze-out, only to attain RBs he 
CLO! balance, let’s do it. The source of daily business news in 


This may mean (in the case of an the nation’s greatest industrial area. 


individu company, for example) 


ist, a critical re-examination of 
‘isting methods of sales and market 
analysis, .ales controls, and sales and 


economic forecasting procedures; The SCHUYLER HOPPER Co 
- . 


“cond, ploration for ways and 
me . : “Ditch-Digging’ Advertising— 
ans Of ncreasing general operating ome waanettes 


ficiency third, strict review by That Sells by Helping People Buy, 

anagem ots of all projects involving 

“apital in ostment or expansion in the 

‘ght of | g-term growth factors and sr Yo clot f How We Put 

cyclical siderations. - aw Shs = ag DITCH-DIGGING" 
Capita! lecisions made without re- at 2 ad ADVERTISING 

-" toth use of soundly-constructed coal ae gto sovthinn. Suid to Work 

a dicators of probable cycli- et ee | ape Wee Reopen Oe he 
“I Cave on the business highroad — ee ee ; 

Write ta the — omcan 


a 
ll mer result, as they always Tus SCHUYLER. 8OPPER CO. 


“6 in. jitions to the long list of | a@ ROME Te leacmeem BLL Times 


DUsine . er i a 12 EAST 41ST STREET « » 
Ness , uaries. 150 WEST 22nd St.. NEW YORK 1] 
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FIELD INVESTIGATION 
can help you solve them. 


Field interviewing will disclose who out- 
side your own organization affects the suc- 
cess of your marketing plans and proced- 
ures: how they affect it; and whiy. It can 
provide a means of finding practical an- 
swers to such questions as these: 


SALES 

1. How effective is our present sales per- 
formance—by product, by market, by ter- 
ritory? 

2. In what direction should we work to 
bolster sales with respect to lagging terri- 
tories, markets, or products? 

3. What do users and prospects think of 
our product as against competition? Why 
do they think as they do? 


DISTRIBUTION 

1. What part of our sales job should be 
handled through distributors and what by 
our own Sales force? 

2. Do we have the right number and kind 
of distributors? 

3. What should our distributor and dealer 
policies be with respect to discounts, ad- 
vertising allowances, sales helps, engineer- 
ing service, etc.? 


ADVERTISING 

1. How can we make sure our advertising 
copy answers the questions in our pros- 
pects’ minds? 

2. Should our catalog be as strong in ap- 
plication information as in specification 
data? Is it reaching the right people? 

3. How can we get authentic case histories 
for publication, direct mail, or house or- 
gan copy” 

For field work relative to such ques- 
tions, this organization of experienced bus- 
iness men is at your disposal. They are 
thoroughly familiar with manufacturing, 
distribution, and wholesaling patterns for 
industrial and consumer goods. Hence. 
they are well qualified to conduct intensive 
field investigations that contribute to the 
practical solution of sales, distribution, and 
idvertising problems 

We will gladly send you material de- 
eribing our services in greater detail 


JAMES 0. PECK 


COMPANY 
Field Research and Analysis 
12 East 41st St., New York 17, N. Y. 
and 
39 South LaSalle St., Chicago 3, Ill. 
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Catalogs as Sales Tools 


65° of catalog readers find an index 
necessary, unless completely imprac- 
tical; 18% and 17% 
preferable, but not essential. 


unnecessary, 


To quote from the survey, 


The importance of indexing, even for 
smaller catalogs, is forcefully demon- 
strated by these figures. At some point, 
however, as the number of pages in a 
catalog diminishes, an index becomes 
unnecessary, even for the most de- 
voted user. Questioning on this point 
revealed that a 24-page catalog is the 
maximum size that is efficient even 
though unindexed 


As to the type of index preferred, 
showed that 42° want 
a complete index—front only; 32% 


the survey 


a section in front—complete index in 
back; and 26° complete index—back 
only. 

Make your index as complete as it is 
your 
products if practical. It pays in the 
long run. Don’t it hard to 
buy .. . it’s tough enough to sell. 


Make Pages Sell 

A. R. Venezian, McGraw-Hill Pub- 
lishing Company, in his analysis of 
the 10 basic copy themes lists “prod- 
uct descriptions” and “product per- 
formances” as two of these themes. 
Catalog builders can well adapt both 


possible, and cross reference 


make 


for catalogs. 

Product description tells “how a 
product is made and what the par- 
ticular advantages of the product or 
service are—in word and picture.” 

Product performance shows how 
“proof is given in the form of actual 
examples, and the copy shows various 
applications of the product, linking 
together performance data with the 
prestige of the company name.” 

In other words, just photographs of 
machines or products with a sketchy 
description is not enough. Specifica- 
tions alone are not enough. Your cat- 
alog is an integrated sales tool. As 
such you must explain “how the prod- 
uct is made, what it is made of 
describe the particular advantages of 
the product, its particular features, 
etc. .. . give detailed descriptions and 
specifications of equipment, types and 
sizes available . . . with copy that pic- 
tures or describes all of the different 
types of products manufactured by 
and more important, 
“reason why” facts to persuade the 


reader by sound arguments logically 


the company,” 


arranged. 


Performance Stories 

There is always room in ever) cata. 
log to cite product perfor mance 
stories, a vivid method of selling which 
many companies miss. Perfo: mance 
facts are always of tremendous inter. 
est to every prospect and customer, 
Proof of product efficiency can be jj. 
lustrated in the form of time «cudies. 
production records, tests, etc., devel. 
oped by the manufacturer. 

The use of installation pictures js 
an old story in catalogs. However, 
most everyone fails in this respect. For 
other than a one-line sentence to the 
effect that “Model XYZ _ installed 
at the Jones plant,” there is nothing 
of sell in the sentence. Mr. Venezian 
very aptly points out that “installa. 
tions couple performance data with 
the prestige that surrounds the name 
of the company using the equipment 
The value of this kind of copy lies in 
the fact that the user, rather than the 
manufacturer, proves the story.” |s 
there a more convincing selling point? 


Back Cover 

The weakest point in nearly all cat- 
alogs is the back cover, inside and out. 
Look at your own catalogs. Too many 
times you will find the back inside 
cover a bare page. Also, you will find 
the back outside cover bearing the 
company name, address, and a list of 
branch or district offices and addresses 
That’s all and nothing more. 

Now, look at your advertisements 
You lead your reader to the bottom 
of the advertisement where you ask 
for specific action: “‘use the coupon” 
... “send for your free catalog” . . 
“call in a company representative, 
etc. All these are invitations for def- 
nite buying action. 

But your catalog—the most com- 
plete printed salesman of your prod- 
ucts—rarely if ever suggests the nex! 
step: request a salesman to call, specif- 
With- 
out such assistance, all you have is! 
pretty picture book. Determine that 
your next catalog, in fact, ll your 
include some visa 
nd cus- 


cation inclusion, or an orde: 


catalogs, will 
means whereby a prospect 
tomer can perform a definite buying 
action. 

“Catalog building has bec 
ence, working according 
These laws are the s 
of salesmanship. A _ thorou 
them _ produces 
which tell a story in wor 
ture and constantly func on % 
sales promoter. 

(To Be Continued} 
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NIAA Plans for ‘48 

tablished by the American Marketing 
A new text book, pre- 
chapter of 


Assoc 10n. 
pared by the Rochester 
NIAA and pre-tested in Rochester 
courses, will be on the spring text 


book lists, and the committee has now 
begun the collection of supplemental 
case studies to assist instructors. 


Standard Media Data 

To standardize the media informa- 
ti0n presented by papers, 
NIAA some time ago established a 


business 


publishers sales presentation commit- 
tee, headed by H.: P. 
Bussmann Mfg 
The war choked off this activity, but 
t has been re-instituted with spectac- 


vonThomas, 


Company, St. Louis. 


ular success. New standardized and 
detailed media presentations are now 
appearing at the rate of three or four 
a week 

Within the framework its own 
yrganization, NIAA is involved in sev- 
eral other far reaching activities. For 
the first time in years, it has a national 
membership committee. Headed by 
Harry G. Hoffman, Hoffman & York 
Advertising, Milwaukee, this commit- 
tee is interested first of all in expand- 
ing the number of NIAA chapters, 
secondly in increasing the number of 
members-at-large not located in chap- 
ter cities, and third in assisting exist- 
ng chapters with membership promo- 
tion material. Preliminary work of 
this committee indicates that NIAA 
with more than 3,000 members is still 
at least several thousand away from 
its practical potential. 

For a year and a half, NIAA head- 


quarters have digested and distributed 


important articles and speeches bear- 
ing on :ndustrial advertising. To de- 
velop s further, a Library of In- 
dustri Marketing committee under 
Erwin Klaus, I Klaus & Co., 
Los A Ss, Is nOW at work. 
No Inc. -ase in Dues 

All hese activities have brought 
about aterially increased budget, 
but n crease in dues. Mounting 
expens ive so far been offset by 
the gr g membership. However, 
vaadl £ budget in NIAA history 
S the il province of the finance 
a directed by William H. 


ravo Corporation, Pitts- 


NIAA is earnest about im- 
public relations. It is our 


vhile industrial advertising 


\L MARKETING, January, 





1948 





Better lithography — 
our constant achievement produces 
more and better business for 
Haynes customers...more and better 
business for us — and again more 
and better business for you — 
that’s a mighty healthy circle to 
be repeating — the cycle builds 


itself. 


(th it por plone teed a 
Pa “ill he ult a ~tound 


BALTIMORE: 30 WEST 25TH STREET © Phone: BELMONT 086! 
WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. e Phone: SLIGO 8000 
NEW YORK: SUITE 303-4, 424 MADISON AVENUE e Phone: PLAZA 8-2740 
PHILADELPHIA: THE INQUIRER BUILDING e RITTENHOUSE 6-5988 
CLEVELAND: 1836 EUCLID AVENUE, CLEVELAND, OHIO e SUPERIOR 4029 


HAYNES 


IN SILVER SPRING, MARYLAND, ADJACENT 
9909090000 00 0 O O O OFOR CLARITY, COLOR AND CONSISTENT QUALITY 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS MAGAZINES 


Chicago 4 


LITHOGRAPH “ 4 
€O., INC, amon 


THE NATION'S CAPITAL 











2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D BUTLER, Publisher 
1230 Woshiagton Bivd., Chicago 7, Minow 
Write on Business Letterhead For Market Dato Folder 


PAPERS 
314 So. Federal St 
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is Our primary interest, there are many 
problems which are common to 5 and 
such other associations as the A meri- 
can Marketing Association, the Asso- 
ciated Business Papers, the Associa. 
tion of National Advertisers, the goy- 
erning bodies of ABC and CCA, etc, 
To chart the NIAA pattern for bette: 
relations and closer integration with 


Get the BAU Rolin 


TOWARD YOUR SHARE OF 


000,000 


TO BE SPENT BY THE STEEL INDUSTRY FOR 


BALL aw ROLLER BEARINGS 


Nine Million Dollars—that’s your 1948 Steel Mill 
Market for bearings. You can get your share of this 
business by advertising your products to the right 
people in the industry—the men who have the 
authority to okay requisitions—the active readers 
of the Iron & Steel Engineer who constantly consult : , : 
this publication for up-to-the-minute information, continue over a period of two, five or 
that heaps them keen in their jobs. Let us work ten vears. Others are for the dun- 
out a schedule to fit your budget—write today for . 
) rates and market data. 


management, the business press, and 
other advertising and marketing 
bodies, Gene P. Robers, Weatherhead 
Company, Cleveland, heads a com- 
mittee which also has a Canadian di- 
vision, led by William A. Bates, Steel 
Company of Canada, Ltd., Montreal 

These are the most important cur- 
rent NIAA activities. 
are of such a nature that they 


Many of 


tion of a specific job, and will bk 
replaced upon completion by a new 
project. But they serve as convincing 
proof of the contribution of NIAA 
to one of the largest and undoubtedly 
the fastest 


promotion—industrial 


growing of all fields of 


ENGINEER the 


1010 EMPIRE BUILDING | ing. 


PITTSBURGH 22, PA. . 
Industrial Ad Men 

Organize Co-Op 
Research Service 

A group of veteran industrial 
advertising men has organized 
ative market research service desigr 
serve manufacturers who sell their 


ucts to business and industry 
Known as Sales-Aids, the new 


ad\ ertis- 














sé 7 
A Journal of Constructive Help 


to the Sheet Metal, Ventilation, 


FOR DETAILED Air Conditioning, Warm Air 
RE a Data Hieating and Roofing § Trades. 
TWDUSTRIAL WABKCTING 5 Used year after year by over 200 


Industrial Advertisers who know 
their market well. 


SNIPS MAGAZINE 


5707 W. Lake St.. Chicago 44, II. 
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@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
CHICAGO 
Manhattan Bldg. 


NEW YORK 
Whitehall Bidg. 


For over 60 years the leading 
journal of the coal industry 








ADVERTISING MAN WANTED 


with experience in writing and preparing 
catalogs, direct mail, and general tech- 
nical advertising material for an indus- 
trial product Candidates with some 
technical education preferred Give age, 
education, experience, and salary desired. 
Box 404 Industrial Marketing, 100 E. 
Ohio St., Chicago 11, Ill 
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PREFABRICATED HOMES 
Issued Every Other Month 


114 E. 32nd St., New York 16 





























MARKET ANALYST WANTED 


Large Chicago manufacturer requires man 
for the determination of market poten- 
tials for industrial chemicals Sound 
market research training a requisite. Age 
preference 30-35 salary range $5000- 
$6000 In reply state educational back- 
ground and business experience. Address 
Box 405, Industrial Marketing, 100 E 
Ohio St Chicago 11, Ill 














SPACE SALESMEN WANTED 


Opening in New York and Chicago leading 
industrial publications for young, inex- 
perienced men and other sales openings for 
experienced salesmen. Outstanding per- 
sonality and appearance prime qualifica- 
tions. Send qualifications to Box No. 406, 
Industrial Marketing, 100 E. Ohio St., 
Chicago 11, Ill. 
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ization will solicit participating 
ships among a hand-picked panel 
medium and small companies 
15 vertical industrial groups 

The sponsors will circulate ea 
a series of questionnaires seekir 
mation essential to executive dec 
industrial marketing, sales and 
ing. Anonymous answers will 
lated by a central office 

Problems to be studied in tl 
uing research service include, “W 
ness papers give the most value 
advertising dollar?” “What are 
tion trends?” and “What are 
rent order backlogs, inventories 
duction levels, industry by ind 

Each participating company 
asked to designate an assistant 
ager, sales promotion manager, 
tising manager to secure answ 
his own company, and to int 
confidential bulletins of the ce: 
Aid office to his own organizat 

The undisclosed principals 
Aids are active industrial ma 
ecutives. The managing dire 
service will be B. M. Walb« 
account executive with the 
selt Company, Milwaukee. H 
will be at 410 S. Michigar 
cago § 
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Trends 
next months. What is more, high 
prod tion costs are compelling 
metal orking managements to replace 
old equipment with new which turns 
out more units in less time and pays 
for itself over an astonishingly short 
period 

Ma large companies in various 
segments of metalworking believe that 
1948 will be an extraordinarily good 
year. A recent survey of 643 com- 
panies, made by American Machinist, 
saled that business is expected to 
be, on the average, 20% better next 
year than this year. 


[his optimistic outlook should not 
lull management into a feeling of 
complacency, however. For the truth 

that the day is drawing closer when 
a buyer’s market will replace a seller’s. 
That time already has arrived in 
certain items—radios, welding equip- 
ment, heat-treating units, machine 
tools, cutting tools, to name only five. 
There will be lots of business in all of 
these items, to be sure, but it will 
not come in unsolicited. It will be 
secured by good, hard selling. The 


competitive era is back. 


The postwar years have brought 
some notable surprises in the metal- 
working field. For one thing, plant 
expansion has confounded those ob- 
servers who predicted that so many 
factories were built during the war 
that 


more new plants would be 
required for many years. Surplus gov- 
ffnment plants hav e been disposed of 


with relative ease; yet new industrial 
plant construction has reached a new 
peacet peak. Despite abnormally 
high costs, these building programs 
will continue the coming year. 

To specific, General Electric is 
n the ist of an enormous decentral- 
ization roject. When the project is 
hnished. it will have some 120 plants 
in the \!nited States. General Motors 
ind | have been erecting new 
parts mn inufacturing and car assembly 
plants mind the country. Interna- 
tional vester is Carrying out a far- 
reachiy plant expansion a aon 
which es its operations into the 
heart he South. 

Mar other metalworking com- 


Panies deep in projects for en- 
‘argin eir facilities—Allis-Chalm- 

Joh Deere, Chrysler, Hotpoint, 
Borg-V. er. In mumerous cases, 
manufa urers will just begin to 
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TOP MANAGEMENT’S preference for MILK PLANT 
MONTHLY as an advertising medium can be summed 
up in one word ... RESULTS! 

Prompt reader response and constant results at low cost 
per reader . . . Truly the best yardstick by which a pub- 
lication can be evaluated. 

The wealth of Factual Data, Editorial Excellence and 
helpful hints on “Best Practice” in the industry insures 
M.P.M.’s being read from Cover to Cover. 

Advertisers know that Milk Plant Monthly readers are 
those whose YES counts most . . . Reach the men who 
DECIDE thru the publication which has HELPED them 
decide . . . Since 1912. 

Consult your Advertising Agency or write today for 


detailed information and rates. 


Milk Plant Monthly es 


Industrial 


327 SOUTH LA SALLE STREET, CHICAGO 4 "DATA BOOK 

















‘‘We have found the Market Data 


Book extremely useful both in studying markets and in making up 
advertising schedules. We are especially pleased with the compact 
format and the consolidation of all the vital statistics concerning the 
various magazines. It is a very great assistance to a space buyer to 
be able to find all the information necessary in one volume.” 


—S. M. SCHUSTER 
BriLL EQUIPMENT COMPANY 
New York 
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6. Tips On Space Buying 








Write or Call Mr. Cocker Now For 
Latest Folder—Media File Folder 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST., CHICAGO 10, ILL. 
NEW YORK - CLEVELAND - LOS ANGELES - SAN FRamesSeg 





Most Effective 
READERSHIP 


FIRST-READ and BEST-READ  be- 
cause of outstanding editorial content 
geared to the aler-owners 


F.E.R. is their own publication 


“KEY MEN” Circulation 


85°) of well-rated implement dealers 
belong to the National Retail Farm 


Equipme nt Ass'n These “KEY MEN” 


place the orders and sign the checks 


You'll reach them most effec- 
tively in FI R t1BC) 


FARM Equipment /cdacling 
1014 LOCUST ST ST. LOUIS 1,.mO 


Official Publication - National Retail Farm Equipment Asse 


utilize during 
1948 and then will attain the full 


production schedules which they had 


their new capacities 


set up earlier. 

New records will be hung up dur- 
ing 1948 in manufacture of tractors, 
construction machinery, and farm im- 
plements. In all of these lines, new 
productive capacity soon will come in. 
Backlogs represent, in general, a full 
year’s business. 

Office equipment manufacturers are 
enjoying a phenomenal business as the 
strong trend toward 


office 


result of the 
mechanization of equipment 
since the war. 

locomotive 
flourishing. Makers 
abreast of the influx of new orders. 
Railroad car builders are in the same 
aided the 


production is 


keep 


Diesel 
cannot 


predicament, and will be 
coming year by larger allotments of 
Heavy electrical 


steel. equipment 


(turbines, trans- 


makers generators, 


formers) have all the business that 
they will be able to handle in the next 
12 months, working at full capacity. 


The volume of electric motor 
orders is sufficient to keep all manu- 
facturers busy throughout 1948. But 
the day is approaching when a buyer’s 
market again will develop. 

Steel will retain the spotlight as the 
shortest material the coming year. The 
greatest deficiencies will continue to 
be in sheet and strip. New capacity 


in both items will not relieve the 


situation much until the middle of 
the year or later. Steel plate and pipe 
will be tight. Hot-rolled bars, wire, 
nails and structural steel will ease a 
sufficient 


bit and be available in 


quantities to cover requirements. 
Productive equipment will be easier 

to get than it has been. Machine tools, 

materials-handling 


cutting tools, 


equipment, welding units, heat-treat- 
ing furnaces, and tools, dies, jigs and 
fixtures will be available in whatever 
numbers the user wishes. Deliveries 
will be better than at any time since 
prewar days. 

The days of strong selling are back 
in the machine tool industry. Aggres- 
sive, intelligent selling was one of the 
main themes of the recent meeting of 
the National Machine Tool Builders’ 
Association. If the industry carries 
on the selling drive which began at 
the Chicago Show—and there is every 
indication that it will—machine tool 
business during 1948 will at least 
equal that during 1947, in numbers 
of units. And there is a good chance 
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GET 
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Industry executive 
look to America 
Metal Market”. Cor 
tains complete data o1 
circulation, back 
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Send for 
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25,000 


vertising. 
your 
gation. 


Copy. No 


AMERICAN METAI 
MARKET 
Published daily since 1890 
20 Cliff Street 
New York 7, New York 


As a user of Words 
You will be thrilled 
By the Words of... 


4 MAN WHO MADE A FOR- 
TUNE WITH WORDS, ‘NAMES 
AND MEN 


is he tells you of his business exy 
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n that interesting 
Busine SS ‘a 
This man who built one of Ameri 
successful business publishing pr 

The MeGraw-Hill Publishing ¢ 
is none other than James H. MeGi 
The size of this book is 614 x 9 
bound in a_ beautiful green - 
leather with title and sub title printed i 


gold ink on the front cover. $4 00 
opy 


Advertising 
100 E. Ohio St. 


Publications. — Ine. 
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Advertising Publications, Inc. 
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that the unit volume will be 15% to 
20% better than in the past year. 

Conservatively, the machine tool 
industry dollarwise should do a busi- 
ness of $350 million next year, after 
making some allowance for increased 
prices. The total might go as high as 
§400 illion. 


In short, continued good machine 


tool business (which will be distrib- 
uted unevenly throughout the in- 
dustry will come from (1) new 


model tooling, (2) new capacity re- 
quirements, (3) need to reduce costs 
by turning out more goods per man- 
hour. 

Cutting-tool business will be 
healthy next year. Demand normally 
follows the general trend of industrial 
production, which promises to be on 
a high level. The same situation will 
prevail in tool and die shops. Tool 
and die operations dwindled steadily 
during 1947, but in the last half of 
the year, the downward trend was 
arrested and improvement set in. Na- 
tional leaders in the industry have 
gone on record with the prediction 
that business will be good for the next 
three years. 

Materials-handling equipment will 
be among the extremely active seg- 
ments of metalworking. Many man- 


igements are just realizing for the first 


time the wastage involved in moving 
parts and materials around unscienti- 
fcally. “Twenty-five to thirty per 
cent of our manufacturing expense 


consists of shoving materials around,” 
according to a high official in one of 
the nation’s largest metalworking 
companies. “You can see,” he con- 
tinued, “how much we can reduce our 
costs by cutting down the movement 
of parts and materials.” Other produc- 
tion chiefs feel the same way. Manu- 
facturers are tackling the problem of 
cutting this expense drastically by 
better plant layout and the more 
ethcient flow of materials from one 
erat to the next. 

The vear 1948 looks good in the 
metalw rking industries. It should be 
‘year o* high production and of rela- 
_ pr operity.—BURNHAM FINNEY, 
Editor, American Machinist. 


Tool Enzineer' Opens N. Y. Office 
ine ‘rican Society of Tool Engi 
it, has opened an Eastern ad 
ce at 400 Madison Ave., New 
Tool Engineer, its official pub 


atLOT stin G. Cragg, formerly acting 
nage Aeronautical Engineering Re- 
een appointed Eastern adver- 

RI ver 
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RESOLVED .. . FOR 1948! 
To publish More and More current 


Nows Pictures 


to assure more and more intense readership! 


While our records for the first 10 
months of 1947 show that we 
published a total of 617 pictures, 
of which 466 were shots of the 
many current construction jobs 
underway in this highly active 
area, we RESOLVE to make ev- 
ery effort to up this figure by a 
considerable margin in 1948. 


WHY? Because the response to 
this comparatively new feature 
of our publication has met with 
such a wide reception by the 
contractors and public officials 
in our area, as well as OTHER 
READERS that we definitely 
know this feature has increased 
the value of our readership... 
a point well worth considering 
by prospective advertisers. 


NOW IN OUR 15TH YEAR OF SERVING 

THE CONSTRUCTION INDUSTRY 

THROUGHOUT THE LOWER MiISSIS- 
SIPPI VALLEY. 












Reporting 
CONSTRUCTION ACTIVITIES 


In Oklahoma, Eastern missouri, |_| 
Arkansas, Western Tennessee, . 


Mississippi and Lovisiana 





LITTLE ROCK, ARKANSAS 


CONSTRUCTION 
NEWS MONTHLY 






















LOOK FOR nggnctonn 


industrial 


THIS EMBLEM ES 





When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book. It means you can find facts on the publication's editorial 
services, circulation, influence, market studies, and similar information, 
adjacent to complete data on the market it serves. 
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most interesting topic in the 
world—easiest and quickest 
read in a tabloid paper. 


e 
PLASTICS WORLD carries 
live news about new plastics 
products, new plastics appli- 
cation, new equipment and 
machinery for the plastics in- 
dustry. 


All advertising next to edi- 
torial. Standard 7 x 10 is now 
accepted. 


Circulation 


Pass-on readership, 
estimated 


Write for FACTS and sample 
copy TODAY. 


CLEWORTH PUBLISHING CO., Inc. 
55! Fifth Avenue, New York 17, N. Y. 
Chicago—Cleveland—Los Angeles— 

San Francisco 


SESS SSS SSeS Eee eee eee eee eee 














Editor 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Ave., New York 1, N. Y. 








Books 





for Marketing Men 


SHOWMANSHIP IN BUSINESS 

By Kenneth Goode and Zenn Kaufman 
Published, 1947, by Harper & Brothers, 
49 E. 33rd St., New York 16. 
Price: $3. 


The second revised edition of this sin- 
book should be read and 
industrial advertising and 
In fact, you can do your 
a real favor by buying a 


gularly notable 
studied by all 
marketing men 
sales manager 
copy for his personal use 

The book takes “showmanship apart 
and shows what makes it tick.” Because 
there a belief that showman- 
ship does not apply in mechandising in- 
dustrial products or services, is all the 
reason for of this 


1 
seems to De 


more your 
183-page book. 

In the foreword, this paragraph speaks 
“Particularly appealing to me 
personally is the paradoxical idea that ef- 

showmanship does not always 
something spectacular—unless we 
concede that there is such a thing as spec- 


acquisition 


for itself 


fective 


mean 


tacular simplicity.” 

Industrial advertising and marketing 
men are too prone to clothe their adver- 
tising and sales promotion with an air of 
formalism. All well and good at times, 
but when you add to that aura of auster- 
ity the indefinable spark—showmanship— 
things really begin to pop in the way of 
sales and a better feeling between the 
seller and buyer. “Showmanship, in real 
life, does only four practical things: 1. 
Attracts attention favorable attention 
when rightly handled. 2. Emphasizes a 
sales idea. 3. Emotionalizes. 4. Induces 
action." 

The chapter, “Showmanship in Adver- 
particularly covers con- 
many a 
which easily be 
products and 


tising,”” while it 
promotions, has 


can 


sumer goods 
remunerative idea 


adapted to industrial ser- 
vices 

On the subject of films, an advertising 
medium which is reaching new heights in 
industrial advertising and marketing, the 
authors state: 

“Films, next to the stage itself, are 
showmanship taken straight—no chaser. 
We hold no brief for films as more eco- 
nomical than other advertising media; but, 
speaking solely for their showmanship, we 
do believe that many smart advertisers 
have as yet no idea of their real possibili- 
ties. For film circulation is sold f.o.b. the 
No. other medium can 


prospect's mind 
and keep the promise.” 


sO much 


promise 
The “Sales Contests’ chapter is ex- 


while More so because 


tremely worth 
Zenn Kaufman has a national reputation 


Better Sales Contests.” 
only too well 


on “How to Run 
The reviewer remembers 
how Mr. Kaufman started in the sales 
field some 15 odd ago, at 
which time we, too, were devising sales 
contests for salesmen.. Mr. 
Kaufman knows his and 
showmanship. The chapter has more ideas 
per page on how to add showmanship to 
contests than you will find anywhere else, 


contest years 
insurance 


sales contests 


except in Mr. Kaufman's book, 
Run Better Sales Contests.” 

If your department assists in tl 
ing of salesmen, then “Showmar 
Training Salesmen™ will 
It can be read with much profit b 
any way is 


prove 
one who in associat 
sales training programs 

The piece-de-resistance in the 
the all-too-few pages on “Dramatiz 
ploye Relations.” Your personnel 
ment, foremen and supervisors, a! 
nagement can very nicely increa 
knowledge on this all-important p 
human engineering by reading 
reading this excellent exposition « 
manship in employe relations 

The authors, in a footnote, say 
expect miracles for $3. The id 
this book won't work unless you 
Adding this fine book to your lil 
half the job; reading, studying and prac 
ticing the “do's and don'ts” of 
manship in Business” is the other 


the job.—B. M. W 


rary is 


“Chow 


OPPORTUNITIES IN SELLING 
Edited by Herbert Metz 
Eastern District Manager, 
Graybar Electric Company 
Published 1947, U.S. Department of 


Commerce, 
Government Printing Office, Washington 
D. C. 
Price: $.25 

This book is a joint effort of gover 
ment and private industry. The need for 
a sales guide for the small busin 
and the veteran interested in a sales careet 
was suggested by the National Federatio: 
of Sales Executives. Articles on all phases 
“The Work of the Salesman 


a xpens 


of selling 
“Help From the Home Office,” 
Accounts—Their Use and Abuse,” et 
were written by prominent  salesmet 
edited by Mr. Metz, and published by te 
government as a public service. Thoug! 
beamed particularly to the small | 

man and the veteran, it is an 
summary of selling as a career, an 

read with profit by the industria 


DRAWING BY SEEING 
By Hoyt L. Sherman 
Published 1947, by Hinds, Hayden 
Eldredge, Inc., 
105 Fifth Ave., New York 3. 
Price: $2.50 


“A new development in tea 
visual arts thru training of perc 
a significant contribution to the 
art education. The author, pr 
fine arts, Ohio State Unive 
devised a scientific method base 
ciples of visual form (percept 
for teaching basic elements « 
and painting It utilizes 
techniques” employed by the N 
Artists, art teachers 


find this book of 


the war. 
dents will 
profit. 
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rINUED FROM PAE 43] 


‘Get Helpful Immediately’ 


bor 


te ) 


me 


wing the table form from in- 


| advertisers. Sunkist lemons 


in “What to Do about a Cold” 


‘milar ads in The Saturday Eve- 
Post. 
isic Steps Advised by Physicians.” 


e next column the corresponding 


In one column were listed 


cation of lemons are given. 
wallboard manufacturer in Better 


§ Gardens also utilized this 


ique. I remember a corset manu- 
rer who said it with two kinds 


figures in his newspaper advertise- 


First Paragraph 


How to get helpful immediately in 


the first paragraph is often a state- 


ment 


of the product’s helpfulness. Let 


me quote two examples which seem 


to n 


Css 

Keep 
up j 
early 
the t 


Dein ¢ 


eet the standard. 


Photographic Age serves you in 
ery department of your company 
a business tool, the engineering 
nd know-how of photography 
hniques and a complete consul- 
ition service department 
This authentic up-to-date guide 
Author's note The product is 
nel Harry Toulmin’s work on 


Trade Agreements and the Anti- 


rust Laws”) tells what you can 
for corporation 
business execu- 


d cannot do . 
wyers, directors, 
es, sales managers, manufacturers, 
lesaler, retailer, bankers, teach- 
economists, editors, advertisers, 
rarians, government workers 
when advertising ‘gets helpful 
iately’ it tells how the product 
That’s why it always pays the 
iter to dig, to ask pertinent 
pertinent questions of the de- 
ind users of the product he is 
to sell. (He can do this 
or not he has a research de- 
t at his command.) 
never too early in the game 
copywriter to think of “‘Get- 
lpful Immediately.” His suc- 
this undertaking is easier if he 
need for being helpful right 
i¢ front of his mind at the 
ge advertising meetings when 
e for the year’s campaign is 
termined. In fact, if he could 
a product design meeting 
helpfulness being built into 
luct itself, the 
that much stronger when 
came to write it. He would 
ven better chance to avoid 
r pitfall—wasting precious 
f his business-minded read- 


advertising 
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FOR DETAILED 





DATA BOOK 


Continuing research . . . virtually an endless stream of ques- 
tionnaires coming . . . and going . . . field contacts... 
surveys . . . all boiled down to quick ‘digestible facts and 
tigures . . . that's what you get from Olsen Publications. 
Probably no other industrial publisher can offer such a vast 
amount of fresh factual data. Here, at the Olsen Publishing 
Co. ... waiting for you... are thousands of dollars 
worth of survey results... free if you can use them to 
sell dairy industries markets. Equipment and supply 
manufacturers and advertising agencies are invited to 
write without obligation. 


THE OLSEN PUBLISHING COMPANY 


1445 NORTH FIFTH STREET MILWAUKEE 12, WIS. 














Emblem 





identifies Advertising Publications, Inc., the largest publishing 
house serving the entire advertising and marketing field. Through 
its related, yet sharply defined publications, every factor in the 
marketing, advertising and merchandising phases of business 


may be reached. 
ADVERTISING AGE 
INDUSTRIAL MARKETING 
THE MARKET DATA BOOK 
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Holes ore being punched 
all over the oil-rich Rocky 
Mountain Empire—on both 
sides of the Continental 
Divide. To cover the West's 


most active oil fields .. 


Adue rd 4e Att 


oN 
Or REPORTER 
News Magazine for Weilern Oi Mex 
EQUITABLE BLDOG., DENVER 2, COLO. 


A Big Market for 
Wood Finishing 
Materials and 
Equipment 


Use WOOD 
PRODUCTS adver- 
tising pages for as- 
sured results. 


FOR DETAILED No. |! 
EFERENCE DATA 


impos TRIAL eanal times 
industria No. I 


MARKET 
DATA BOOK 


Paper ina 


Industry 


43! South Dearborn St. 
CHICAGO 5, ILLINOIS 





NEW Data 
on Media 











The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number 
of Industrial Marketing went to press: 


‘Power’ 
New closing dates in effect for 
McGraw-Hill 
New York, are 


color, special posi- 


Power, published by 
Publishing Company, 

Front of book, 
tion and fractional pages—ads to be 
set, 25th of second month preceding 
publication; complete plates—first of 
month preceding publication. 

Final black and white forms—ads 
to be set, 28th of second month pre- 


ceding publication; complete plates, 


fifth of month preceding publication. 
If proofs are desired, one week 


should be added to above dates. 


‘Operating Engineer’ 


Operating Engineer, published by 
McGraw-Hill 
Ne Ww Y ork, 


rew closing dates: 


Publishing Company, 


announces the following 


Ads to be set, 15th of month pre- 


ceding publication; complete plates, 
24th of month preceding publication. 
If proofs are desired, one week 


should be added to the above dates. 
‘Chemical Industries’ 

New rates in effect for Maclean- 
Hunter’s Chemical Industries Buyer’s 


Guidebook Number are: 
Classified Sections 
Times 1 Page 16 Page 14 Page 
l $400 $240 $130 
2 300 200 120 
3 240 150 100 
Catalog Sections 
Full pages only are accepted in these 


sections. Inserts furnished by the 


advertisers. 

pages—1I sheet 

pages—2 sheets... 
pages—4 sheets 

pages—6 sheets..... 
pages—8 sheets..... 1100 


Cover rates: first cover, $510; sec- 


1 
1 


ond cover, $390; third cover, $360; 


fourth cover, $450. Backbone cover 
(7 inches deep) $150. 
Bleed plates: $50 additional per page 
(83% by 11% 
Color: $100 additional per color per 


inc hes ). 


page for standard red, blue and green; 
matched colors, $150 extra. 
‘Paper Mill News’ 

Effective Jan. 1, 1948, the follow- 
ing new rates for Paper Mill News, 


NO MAN IS 
GOING TO TELL 
ME ABOUT MY BUSINESS! 


You're right, brother . . . you’ 
absolutely right. No man ts going 
tell you about your business. But 
advertising has anything to do 
your business, I’m going to tell 
abont mine. 


Advertising can do a lot for 
business, Advertising—properly | 
pared—properly priced—can do just 
what you want it to do—MAKE 
MORE SALES. 


Inquire about the Kencliffe Plan. 
An advertising program that lays it 
down in Brass tack language just 
how much we can do for so much. 
Pre-quoted advertising costs have 
been a specialty of ours. We tell you 
in advance what you can do for one 
hundred dollars (which is practically 
nothing) or three thousand (which 
could do a reasonable job) — and, 
brother—we work. Give us a jingle 


—SUPerior 8088—or write 
KENCLIFFE ASSOCIATES 


RADIO—SPACE—DIRECT MAIL 
664 N. Michigan Avenue, Chicago 11, Ill. 


BEDDING 
. 


BEDDING @ BEDDING @ 


choice 
of 
first-line 
Suppliers 
{0 
bedding 
producers 


FOR DETAILED 
REFERENCE DATA 


® oNnicqaia) @® oNiGa7a © ONIGG3Ia «6 «(ONIGaIa = @ 
BEDDING o BEDDING BEDDING a BEDDING 


BEDDING 


MERCHA? »ISE 
MART @ cHicAcC 54 ® 


BEDDING @ BEDDING @ 2DING 
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pub ed by the American Pulp & | 
Pap Mill Superintendents Associa- 
tion \ew York, went into effect: 
1 Ti. 6 Ti. 13 Ti. 26 Ti. 

1 pege $135 $125 $110 $100 
ly page 80 75 65 55 
Mu page 50 45 40 35 
\% page 40 30 25 20 

( rs: $50 per insertion for each 
dditional color. 

Forms close 10 days prior to publi- 
cation date. Published every Satur- 


Ohio State U. Plans 


Spec 


ial Conference 


on Industrial Markets 


Ohio State University will recog- 


nize 
dustrial 
econom 
confere 


Jan 





1-30 at Columbus, O. 


ymmittee of 25 industrial adver- 


1 growing importance of 1n- 


marketing in the nation’s 


y by scheduling a specialized 


nce on industrial advertising 


and ! 


executives media represen- 
is assisting Prof. Kenneth 
ron of the OSU department of 


organization, general chair- 
planning the conference. 
sessions will feature detailed 


discussions of industrial mar- 
ind advertising research, pub- 
tions, advertising management, 
The 
vith a banquet on Thursday 


Jan. 29, 


lia problems. conterence 
and continues with 
ssions the following day. 

rs for the industrial advertis- 
1gement sessions include Cam- 
iwley, director of advertising 
Cork 


Thomas H. 


romotion, Armstrong 
v, Lancaster, Pa.; 
lirector of advertising, United 
ubber Company, New York; 
McKibbin, 


and 


ad- 
West- 
Pitts- 


director of 
sales promotion, 
Electric Corporation, 
nd Stanley Knisely, executive 


Business 


PASSENGER CAR MANUFACTURERS 


TRUCK MANUFACTURERS 






















TRACTOR MANUFACTURERS 
BUS MANUFACTURERS 


LOOK 
AT THIS VERTICAL PUBLICATION’S 
HORIZONTAL COVERAGE 







BODY MANUFACTURERS 


AIRCRAFT MANUFACTURERS 
PARTS MANUFACTURERS 





RUBBER MANUFACTURERS 






PRODUCTION EQUIPMENT M’F’RS. 
MATERIAL PRODUCERS 


ACCESSORIES MANUFACTURERS 
ENGINE MANUFACTURERS 
EARTH MOVING EQUIP. M’F’RS. 


CHEMICALS 


PETROLEUM PRODUCERS 
FLEET OPERATORS 


AIRLINES 


OVER 3500 FACTORIES 


CIRCULATION 
OVER 18,000 


TO SELL THE AUTOMOTIVE 
MANUFACTURING MARKET 


USE “CAE, Journal 


Official Publication of the Socie ty of Automotive Engineers 


29 West 39th Street. New York 18,N.Y. 





















a i 








dent, Associated 





New York. 


eakers for the research ses- 
de Wroe Alderson, Alderson 
. Philadelphia; John Maddox, 
Fuller & Smith 


Hal 


f research, 


Cleveland, and Bur- 


MARKETING, 


or, INDUSTRIAI 


2ins "Machine Design’ 
Wells, who left Machine De- 
with Putman Publishing Com- 
joined the Chicago sales staff 


nton Publishing Company | 












“it has been in more or less con- 


stant use since it arrived, and has been 
of great value to us both from the standpoint of market analysis 
and in formulating advertising plans. We are primarily interested 
in the hardware, electrical specialty and appliance field, and the 


Market Data Book contains precisely the information we need." 


—Marion T. Rose 
Vice Pres.-Treasurer 
Nu-Mode Products Corporation 
River Rouge, Michigan 
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REACHES THE MAN IN 
RESPONSIBLE CHARGE 


































The Chemical Engineer’s 


own magazine... 


Published by the 
American Institute of 
Chemical Engineers 
50 East 41st St., New York 17, N. Y. 


v 


See SR&DS listing — or 
write for latest circulation 
figures and sample copies. 














20,000 


Telephone 
Exchanges 
presenta 
Profitable 
Market 


for many items 


Only ONE 
Trade Magazine 
Reaches This 
ENTIRE Market! 


ie as ightly 


TELEPHONE ENGINEER 


Write for Complimentory Copies, 
Rate Cards, etc. 


7720 Sheridan Road CHICAGO 26 
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INDUSTRIAL SHOWS 
AND EXHIBITS 












Jan. 9-11 Miami All-American Air 
Maneuvers Aircraft Exhibit, Navy Master 
Field, Miami, Fla. 

Jan. 12-14 Northwestern Lumber- 
men’s Convention, Auditorium, Minne- 
apolis. 


Jan. 12-16. National Materials Han- 
dling Exposition, Public Auditorium, 
Cleveland. 

Jan. 12-16. Society of Automotive 


Engineers Meeting and Exhibit, Book- 
Cadillac Hotel, Detroit 


Jan. 16-21. Canning Machinery and 
Supply Association Exposition, Municipal 
Auditorium, Atlantic City 

Jan. 18-21. Food Industry Exposition, 
Steel Pier, Atlantic City 

Jan. 18-23. National Sand & Gravel 
Association, Netherland-Plaza Hotel, Cin 
cinnati 

Jan. 19-21. United Roofing Contrac- 
tors Association 61st Annual Meeting, 
Hotel Statler, Detroit 

Jan. 19-22. Coin Machine Conven- 
tion, Hotel Sherman, Chicago. 

Jan. 22-24. Painting @ 
Contractors of Minnesota, 

Hotel, Minneapolis 

Jan. 25-29. National Auto Dealers 
Equipment Exhibit, Stevens Hotel, Chi- 
cago 

Jan. 26-28. National Crushed Stone 
Association Manufacturers’ Division Ex- 
Netherland Plaza Hotel, Cin- 


Decorating 
Dyckman 


position, 
cinnati. 

Jan. 26-29. Refrigeration and Air 
Conditioning Exposition, Public Audito- 
rium, Cleveland. 

Jan. 26-Feb. 6. Gauge and Tool Mak- 
ers’ Exhibition, Royal Horticultural Halls, 
London 

Feb. 2-4. Office Management Associa- 
tion of Chicago, Stevens Hotel, Chicago 

Feb. 2-6. Eighth International Heat- 
ing & Ventilating Exposition, Grand 
Central Palace, New York. 

Feb. 3-5. New England Farm Equip- 
ment Dealers’ Association, Hotel Brad- 
ford, Boston. 

Feb. 9-11 Northeastern Roofing, Sid- 
ing & Insulating Contractors Association, 
71st Regiment Armory, New York 

Feb. 9-12. Automotive Accessories 
Manufacturers of America, Convention 
Hall, Atlantic City. 

Feb. 10-12. Building Material Exhibit, 
Illinois Lumber & Material Dealers Asso- 
ciation, Hotel Sherman, Chicago. 


Feb. 21-26. American Association of 
School Administrators National Conven- 
tion, Atlantic City. 

Feb. 22-26. National Association of 
Home Builders, Chicago. 

Feb. 24-26. [Illinois Retail Hardware 
Association, Annual Convention and Ex- 
hibit, Hotel Sherman, Chicago. 


m7 


Feb. 27-Mar. 7. International Sports, 
Travel and Boat Show, Navy Pier, Chi- 
cago. 

Mar. 1-4. Biennial Electric Trade Ex 
position, St. Paul Auditorium, St. Paul 

Mar. 1-4. North Central Ek 
Manufacturers Trade Exposition, 
torium, St. Paul 

Mar. 2-3. Tanners’ Council of er 
ica, Spring Show, Waldorf Astoria Hotel 
New York 


Mar. 2-7. Paris-Agricultural M 
ery Exhibition, Parc des Expos., P 

Mar. 7-10. National Institute of Dye 
ing and Cleaning, Civic Auditorium, Sar 
Francisco 

Mar. 7-11 Associated Chain Drug 


Stores, New Yorker Hotel, New York 

Mar. 9-11 Greater Chicago and Il 
nois Hotel Associations 1948 Midwest 
Hotel Show, Hotel Sherman, Chic 

Mar. 15-17. New England Hospital 
Assembly, Hotel Statler, Boston 

Mar. 15-18. National 
Industrial Exposition, Stevens Hotel, Chi 


Frozen Food 


cago 

Mar. 15-18. National Railway Appli 
ances Association, International Amph 
theatre, Chicago 

Mar. 15-19. Sixteenth Annual Meet 
ing and Tool Exhibition of the American 
Society of Tool Engineers, Public Hall 
Cleveland 

Mar. 22-24. Chicago Production 
Show, Stevens Hotel, Chicago 

Mar. 22-25. Institute of Radio Engi 
neers Show, Grand Central Palace, New 
York. 

Mar. 29-Apr. 1. National V: 
Guidance Association, Stevens Hotel, Chi 
cago. 

Mar. 30-Apr. 2. American 
tion of Industrial Physicians & S 
Hotel Statler, Boston 

Mar. 31-Apr. 3. Eastern Arts Associa 
tion, Hotel Pennsylvania, New Y«¢ 

Mar. 31-Apr. 3. National Catholic 
Educational Association, Civic Audito 
rium, San Francisco. 

April (Date not set). Americ 
ply and Machinery Manufacturers’ Asso 
ciation Exhibition, Public Auditorium, At 
lantic City. 

April (Tentatively early April) 
Annual Southwest Automotive Show, 
Dallas, Tex. 


April. 5-8. National Oil Heat Expo 
sition, Coliseum, Chicago. 


Apr. 1417. National Restaurant As 


sociation Annual Convention an xpos 
tion, Public Auditorium, Clevela 
Apr. 26-30. American M 
Association 17th Annual Pack g Ex 
position, Public Auditorium, Cl ind 
jations 


May 2-4. State Hospital A 
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of In tiana, Illinois, Michigan and Wis- 
consin. Palmer House, Chicago. 


May 3-7. American Foundrymen’s As- 
sociation Convention and Exhibition, Con- 
vention Hall, Philadelphia. 

May 3-7. International Exposition of 
Textile Machinery, Equipment and Sup- 
plies, 7ist Regiment Armory, New York. 


May 46. 25th Midwest Safety Con- 
and Exhibit, Sherman Hotel, 


May 15-22. International Petroleum 
Exposition and Congress, Exposition 
Grounds, Tulsa, Okla. 

May 17-22. National Marine Exposi- 
tion, Grand Central Palace, New York. 


May 3l-June 12. Canadian Interna- 
tional Trade Fair, Canadian National Ex- 
hibition Park, Toronto, Canada 


June 1-3. Petroleum Industrial Elec- 
trical Association and Petroleum Electrical 
Supply Association, Adolphus Hotel, 
Dallas 

June 7-10. Canadian Chemical Ex- 
ibition, Montreal 

June 7-12. International Exposition of 
Textiles, Trimmings and Factory Equip- 
ment, Grand Central Palace, New York. 


June 26-Sept. 11. International Indus- 
trial Exposition, Million Dollar Pier, At- 
lantic City. 

June 28-July 2. American Electro- 
laters’ Society Industrial Finishing Ex- 
position, Convention Hall, Atlantic City. 

June 30-July 3. National Catholic 
Building Convention and _ Exposition, 


Stevens Hotel, Chicago. 


Ju l International Trade Mart, 
New Orleans 

July 6-10 2nd International Store 
Modernization Show, Grand Central 


Palace, New York 
July 16-24. American Road Builders’ 


Association Show, Soldiers Field, Chicago. 
Aug. 23-27. Photographers Associa- 
tion of America, Chicago 
Aug. 27-Sept. 11. Canadian National 
Exhibition, Exhibition Park, Toronto. 
Sept. 13-17. Instrument Conference 


and Exhibit, Instrument Society of Amer- 
ica, Philadelphia. 

Sep: 20-23. American Hospital As- 
sociat Atlantic City. 

Sept. 27-Oct.1. Third National Plas- 


ic | sition, Grand Central Palace, 
New | K. 
Sepr 28-Oct. 1. Iron & Steel Engi- 
neers osition, Cleveland. 
Oct late not set). United States Inde- 
pende Telephone Association, Chicago. 
Oct ». Fifteenth Southern Textile 
Expos , Textile Hall, Greenville, §. C. 
Vet -14. Association of School 
Busit fhcials, St. Louis. 
Ost. 12-16. Fifth National Chemical | 
Expos , Coliseum, Chicago. 
_Uct. _§-30—National Business Show, 
\rand entral Palace, New York. 
‘ Nov »-Dec. 4. National Exposition 
of Po + @& Mechanical Engineering, 
New y 
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THE PAPER INDUSTRY 
and PAPER WORLD 


IN 1948—TELL and SELL 
THROUGH THIS TOP PUBLICATION 


It’s the oldest A.B.C. monthly publication with the largest 
paid circulation in its field. Talk direct to the men spend- 
ing OVER A BILLION DOLLARS on expansion. Officials, 
managers, superintendents, engineers, chemists, foremen 
and skilled operators read it for its high editorial quality. 


MW 7a ; 
\\ / LAr, 


= and, for complete 
wee § coverage, and 
‘| L. daily usage—the 
umm CATALOGUE 


Over 3000 copies of this annual 
PAPER AND PULP MILL CATA- 
LOGUE and Engineering Hand- 
book will be distributed next fall 
—to include all operating mills 
in U. S. and Canada. Advertisers 
are offered 1-2-3 or more pages 
for product information. Cata- 
logue inserts 2-4-8-12-16 pages 
may also be included in this Basic 
Source Book of the Industry. 
Reserve space now. Write for 
information. 


FRITZ PUBLICATIONS, INC. 


SS EAST VAN BUREN STREET CHICAGO 5, Ill 






























THE INDUSTRIAL MARKET DATA BOOK 


...is the only reference source which con- 
tains basic statistical information on 86 
primary industrial and trade markets... 
and detailed data on the publications 
serving them. 


Analyze Markets and Media simultaneously in: 
THE INDUSTRIAL MARKET DATA BOOK 
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Leads in GROWTH 


BREWERS DIGEST is by far the 
fastest growing publication in 


the Brewing Industry. 


in paid circulation and in ad- 
vertising, too, BREWERS DIGEST 
has led the entire field in the 


past decade. 


internationally circulated, BREW- 
ERS DIGEST is recognized every- 
where for its authoritative char- 


acter and its editorial infivence. 


Write for complete FOR DETAILED 
REFERENCE DATA 


information. 


@ 


Brewin 7 Industry 


The Clas Paper of the 
e Class SERA 


fase \cleom-es VA es tte de 


NEW YORK 17.- 489 Fifth Ave. 


Continuing Survey of 


“PREFERENCES in 


INDUSTRIAL LITERATURE” 


Duntin 


ly 6“ 
\ 


EDWARD STERN & CO., INC. 


NEW YORK e BOST 


DATA BOOK 
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Problems in Marketing 


frequently misses certain customers, 
prospective customers, or less impor- 
tant towns. The planner will be of 
some help in seeing that more com- 
plete coverage is made. It must be 
borne in mind that salesmen often re- 
sist this type of inside planning. If 
such is the case, most companies be- 
lieve occasional checks made by inside 
sales assistants can be of sufficient aid 
in territory coverage rather than set- 
ting up a permanent planning depart- 
ment. 

6. Once or twice a year the sales 
manager reviews the situation with 
each customer and prospective cus- 
tomer with regard to their potentials, 
and in that way further guides and 
helps the salesman secure results. 
When this check is made, the sales 
manager or his assistant agrees to call 
separately, or call with the salesman 
on certain dificult accounts. 

This procedure is rather sketchy, 
but if followed, we believe it will 


prove quite satisfactory for you. 


Association Helpfulness? 


Our company operates quite  indi- 
vidually, being a member of no associa- 
tions, and more or less revels in this 
policy. What is your thought about this 
practice? Do many companies overdo their 
association work, or do you consider this 
helpful? 

SALES PROMOTION MANAGER 

There is no doubt that some com- 
panies may overdo their association ac- 
tivities. However, associations are cer- 
tainly one of the many reasons why 
American industry has forged ahead 
so successfully. Your company may 
be conservative and want to hold back 
on what it may consider its superior 
products, plans, and methods. How- 
ever, it would no doubt be helpful if 
it became a member of its trade associa- 
tion so that it might better keep up 
with competitive practices and per- 
haps learn something from its com- 


petitors. 


Engineering Directory Issued 


The 1948 edition of the A.S.M.E. cat- 
alog and directory has been issued by the 
publishers, the American Society of Me- 
chanical Engineers, New York The 
directory section lists the products of 
4.600 manufacturers under as many head- 
ings as required for a complete classifica- 
tion of their products It also contains 

than 300 catalogs of manufacturers 


mechanical engineers 


x 


Three Important Points for 
Construction Equipment Advertisers 


When the product you are advertis 

* ing has to do with the design, mix- 

ing, transporting, handling, rming, 

placing, finishing or curing of concrete, of 

precast concrete products, or ready-mixed 

concrete—then these are your only real 
customer prospects: 


The contractor who does concrete 
* construction work; 
The concrete products manufacturer; 
The ready-mixed concrete producer. 


3 And CONCRETE is the only publica- 
* tion that gives you effective and 
wasteless coverage of al! three. 


Tra Write cate for complete informa- 
tion and latest circulation figures 


CONCRETE PUBLISHING CORP. 
1937 DAILY NEWS BLDG. CHICAGO 6 














new, helpful 
data just 
off the press! 


Write in for your free 
copy of our new Ques- 
tions & Answers Booklet 


Eight pages full of facts on our 
market, your western industrial 
prospects and how youcanreach 
them. Presented in the form 
recommended by NIAA. 


Write for your copy today ond 
make certain of advertising re- 
sults in the West in 1948. 


WESTERN 
INDUSTRY 


a King Publication 


shers of 


03 MARKET STREET 


San Francisco, California 
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[CONTINUED FROM PaGE 26] 


Leiters to the Editor 

ally pleased at the recognition given 
Sweet's for its efforts to promote good 
cataloging. I must confess to slightly 
rufiied feelings, though, that even 
more credit was not given where it 
was most deserved. Several of the 
catalogs selected as good examples 
were written and designed by Sweets 
at no additional expense to the client, 
and with little, if any, effort on the 
part of the client’s advertising agency 
other than its “OK as presented.”— 
H. L. MELLEN, catalog consultant, 
handbook and catalog section, General 
Electric Company, Schenectady, N. Y. 


Wins IM Award without 
Elaborate Presentation 

To the Eprror: We appreciate the 
splendid plaque won by The Drilling 
Contractor for the best original re- 
search in INDUSTRIAL MARKETING’S 
Annual Editorial Competition. Our 
winning certainly indicates that “pull” 
and elaborate format are not required 
to make the grade in this contest.— 
Brap Mixts, editor, The Drilling Con- 
tractor, Dallas, Tex. 


Permanente Appoints 
23 Distributors in 
Sales Expansion Program 


Permanente Metals Corporation, Oak- 
land, Calif., has expanded its Kaiser alumi- 
les program with the appointment 
listributors geared to handle less- 

load sales 


Bert Inch, Permanente’s general sales 
manager, pointed out that the new dis- 
ib sales organization will provide a 
read irce of supply for the “little man.” 


Robs G. Welch will manage the new 
vais luminum distributor setup 
Selection of the 23 distributors, each 
havi warehouses and branches through- 
United States, was based on their 
give immediate attention to 
hrm delivery promises, fast service, 
t engineering assistance, aggres- 
ugement and sales staffs, and 
of the local market 
lition, these 23 warehouses offer 


the shearing, slitting and storage 
and have available equipment to 
han iminum efhciently in small and 
large amounts 

Py nente’s advertising program dur- 
ing mber featured the addition of 
thes listributors 


Spea Corp. Appoints Morse 


A B. Morse, former assistant ad- 
Vert manager of Delta Mfg. Com- 
Par been appointed advertising and 
Sales | ‘tion manager of J. W. Speaker 
Cory n, Milwaukee. 
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Answer 


for | 
Industrial Space Buyers Today! 


INDUSTRIAL MAINTENANCE is the answer for Industrial Advertisers faced with 
the problem of reaching prospective customers with an advertising budget shrinking 
daily due to rising costs. 


| If you are faced with this problem, here are some down to earth facts: 

1. INDUSTRIAL MAINTENANCE costs 1.64 per thousand readers. Rates, per 

1/9 page unit, one time basis, are 18% Jess per 1000 readers than the next largest 
paper in the field. 
2. INDUSTRIAL MAINTENANCE circulation (89,041) is 46% more than that of 
the nearest competitor. 

3. INDUSTRIAL MAINTENANCE covers not one, but ALL INDUSTRY. And it 
does this thoroughly. Almost as many copies of INDUSTRIAL MAINTENANCE 
go into a given industry as the entire circulation of the paper published only for 
that industry. 

4. INDUSTRIAL MAINTENANCE reaches not just one or two groups of prospects, 
but ALL your prospects in EVERY INDUSTRY. 

et arithmetic based upon Standard Rate & Data figures proves “IM” offers MORE 

ae Ul ATION IN MORE INDI STRIE S AT LOWER COST than any other industrial 


f ublication 
In ur own interest, BEFORE making up your 1948 Media List, check each publication 
being considered and see if it gives you the $1.64 answer. 


INDUSTRIAL MAINTENANCE | 


3623-27 Filbert Street Y 


\ 
| : Philadelphia 4, Pa 
XM eee aaa < pt al J 





For Basic Information On Industrial and Trade 
Markets—and the Publications Which Serve Them 


... see the 556 pages of data covering 86 
primary markets—specifications, rates and 
circulations of the 2,100 business papers 
serving U.S. and Canadian industry—and 
the factual presentations of over 200 lead- 
ing publishing organizations...in your 1948 


THE INDUSTRIAL MARKET DATA BOOK 
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ARE YOU PLANNING 
A NEW CAMPAIGN? 


Strengthen your sales promotion 
with these “‘plus”’ services: 


Nationwide Service 


The Fensholt 

é& Company offers re- 
gional office service 

in leading trading 

centers. “‘On-the- 

spot’ ’service is avail- 

able for all merchan- 

dising needs at minimum cost. 


Export Advertising 


With export 
counsel in New 
York, latest in- 
formation is as- 
sured on foreign 
markets and advertising media, 


Industrial Publicity 


Publicity pro- 
grams, from 
“new product” 
releases to exten- 
sive newspaper 
campaigns, are 
planned to fit cli- 
ent needs, 


Merchandising Ideas 


New cartons 
and packages 
designed for 
maximum visi- 
bility and turn- 
over. Also coun- 
ter cards, floor 
displays, etc. 
Submit your advertising problems 
to us for efficient planning. 


* 


THE FENSHOLT COMPANY 
Spite, * 
& fm ~ ADVERTISING 
$ y60 NO. MICHIGAN AVE. 

*wet®” = CHICAGO 1, ILLINOIS 





a 


Members of 
American Association of Advertising Agencies 
and 
Continentol Agency Network 


REGIONAL AGENCY SERVICE IN PRINCIPAL CITIES 
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*American Artisan 
American Chemical Societ 
*American 
*American 
*American Milk Review 
*American Society of C 


*Amerk 


*A 


* Asso 


*Associated ( 


‘CT 
co 
Cr} 
*7( 
Cc 
Cc 


foal Age 


Index to Advertisers 


Machine 

*Machinery - 

*MacRae’s Bluebook . 

Maher Printing Co., 

*Marine Engineering 
Review 

*Mass Transportation . 

*Materials and Methods eee 

*McGraw-Hill Catalog Service 

*McGraw-Hill Digest 

*McGraw-Hill International Corp. 

*McGraw-Hill Publishing Co., 

‘onstruction Publics *Mechanical Engineering 

on re : 27 Metal Industries Catalog 

Maintenatr t 3 Meyercord Co., The ... : 

*Michigan Contractor and Builder 

*Mid-West Contractor 

*Milk Dealer, The .... 

*Milk Plant Monthly .. 

*Mill & Factory aid 

*Mining Catalogs .. eo 

*Mississippi Valley Contractor 

Modern Machine Shop 

*Modern Railroads 

*Modern Railroads Publishing Co 

Mook, In Emerson H... , 

Moon Co., In« The Byron G 

Muntz-Shore Productions 


rports Design 


Machinist John 


Metal Market 


neers . 
an Society of Mechanical 
gineers 

S.M.E. Mechanical Catalog 
ited Business Papers, The 


Diamond 

on Publishing Ci 

s’ Digest The 
Iding Supply News 


ess Week 


*National Butter & Cheese Journal 
*National Milk Publishing Co., Inc 
*National Provisioner, The 

*New England Construction 

New Equipment Digest 


Engineering Catak 
Engineering Progre 
iicago Journal of Commerce 
Iton Publications 
vil Engineering 
eworth Publishing C 
Oil & Gas Journal 
Oil Reporter 


ete 
*Olsen Publishing C 


mecrete Publishing Cory 


‘onover-Mast Corp 


“onstruction 


Ee 
Fe 
Fo 
F 
- 
Ie 


Ga 


Gardner 


age Publishing C¢ 


86, 93, 134, Fourth Cover 
Bulletin 27 
ynatructio ‘ ; . 27,130 *Panamerican Publis 
nstructio *thod 90-91 *Paper Industry an 
) ; Monthly 7, 143 The 
27, 116 Peck Co., James O 
Penton Pub. Co 
*Petroleum Engineer 
*Pit and Quarry 
*Plant Engineering 
*Plant Purchasing 
*Plastics World ‘ 
i Poultry Supply Dealer 
‘atak - Prefabricated Homes 
*Proceedings of the 
*Product Engineering 
*Production 
agement 
*Purchasing 
Putman Publishing Co 


Directory 


Engineering 


Engineering ‘¢ 


I.R.E. 


*Railway Age 
*Reinhold Publishing Corp 


Reply-O Products Co 
Squipment Ret: 2 ‘ Revista Industrial 
nsholt Co The *Rubber Age 
ind: Industry Data Book, The 
indr Market, The ‘ 
undry The 
S.A.E. Journal 
*Siebel Publications 
*Simmons-Boardman Pub. C¢ 


*Smith, W. R 

*Snips Magazine ‘ 
In< : *Southern Power and Industr)s 

*Southwest Builder & Contractor 

Steel Publications, In¢ 

Stern, Edward, & Co 

*Sweet'’s Catalog Service 


rdner Displays “ 
Publications 


iy, Russell T n 


Haire Publishing Co 


Hammond & Co., ¢ 
Haynes Lithograph Co 
*Heating, Piping & Air Conditioning 


He 
°H 


Illumination Publishing Co., Inc 


Im 


In 
*Ine 


*Ty 


*Institutions 


*K 
Ken 


*Kenfield-Davis 


Ki 


K 


dustrial 


dustrial 
*Industrial 
*Institute of 


*Institutions Catalog 


S 


*Technical Publishing Co 
*Telephone Engineer 

*Texas Contractor 

*Textile Catalogs 

*Textile Industries 

*Textile Panamericanos 
Textile World 

*Thomas Publishing Co 
*Thomas’ Register .... 
Transportation Supply News 


ypper Co., The Schuyler 
pital Management 


Cream Review The 
ljustrial and Engineering Chemis 
ry 
Equipment News 
lustrial Maintenance 
lustrial Marketing ‘ 

Press, The . . *Urner-Barry Co. 

Publications, Inc _ 

Radio Engineers, The 
Directory 
Magazine 


Engineer 


Vevier Loose Leaf C« Inc 


n & Steel 
*Water & Works 
*Western Builders 
Western Industry . 
*Western Newspaper Union 
*Wood Products . a 


Sewage 


ene Publishing Co 
ffe Associates 
Publishing Co 
mberly-Clark Corp 


ng Publishing ¢ *Yachting 


Shipping 


Engineering and Mar 


For Detailed Reference Data See THE MARKET DATA B ‘OK. 


INDUSTRIAL MARKETING, January 


| 948 





